Ockerbloom 
to  set  INAE 
on  new  course 
(See  page  11) 

Landon  forms 
co-op  sales 
division 
(See  page  12) 
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Boston  sets  out  her  fine  China. 


Dame  Boston  has 
never  been  a  melting 
pot  The  city  remains  a 
friendly  cluster  of  ethnic 
neighborhoods  -  each 
maintaining  its  own 
strong  identity. 

In  our  36-block 
Chinatown,  everything 
from  the  street  signs 
to  the  telephone 
booths  has 
an  Oriental 
touch.  ' 


Every  day  of  the  year, 
visitors  are  treated  to 
an  unstaged  display 
of  authentic  Chinese 
language  and  customs. 

Home  to  the  nation’s 


IS  H-!  „  i.  : 

■.■‘''••Is..,,.,  I’ 


fourth  largest  Chinese 
population,  Chinatown 
is  a  center  for  exotic 
curios,  spices  and  textiles 
-not  to  mention  some 
of  the  best  Oriental 
cuisine  anywhere. 

In  Boston,  East  is  East 
and  West  is  West  And 
we  get  along  beautifully. 

)i$o£iion  (6lok 
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EXCITING  FEATURES 
FROM  COPLEY  NEWS  » 

QFKVir'F  M  ‘  ' 

^LiV  V  j/\\  just  check  and  we'll  send  you  samples 


□  RETI  RN  WITH  I  S  TO  .  . . 

Bv  DON  SHERWOOD  and  BILL 
OWEN 

Take  a  nostalgic  walk  down 
memory  lane  with  this  cartoon 
panel.  Recall  the  heroes  of 
yesteryears  and  your  favorite 
stars  and  shows'irom  the 
"Golden  Age"  of  radio,  motion 
pictures  and  television.  This 
two-column  panel  is  a  must  for 
your  entertainment  section. 
Nostalgia  is  "  in."  Available 
three  times  per  week  or  six 
times  per  month. 

□  GLEEB 

Bv  PAUL  LOWNEY  and 
FRANK  RENLIE 
GLEEB  is  a  unique  once-a- 
weck.  two  column  panel  that 
brings  a  light  touch  to  the 
human  condition.  GLEEB  will 
give  you  priceless  capsules  of 
wit  and  wisdom,  and  your 
readers  will  quickly  become 
GLEEB  junkies.  You'll  love 
your  readers'  respon.se. 

— Gleeb  - 


Vbu  may  feel  hurt  now  but  you  It  get  over  me  and 
you  II  find  someone  else 
ThanKs 

I  like  you  and  you  ve  taught  me  a  lot 
What  have  i  taught  you'^ 

Kindness,  oatience  understanding,  honesty 
confidence 

You  ve  taught  me  a  W.  too 
What,  for  instance'’ 

Lying,  cheating,  selfishness  indifference,  arrogance 
Those  are  harsh  words  out  i  wont  get  angry 
Why  nof^ 

Since  I'm  not  the  iniured  oarty.  I  can  afford  to  be 
generous 


MAIL  TO:  Copley  News  Service 

P.O.  Box  190,  San  Diego.  CA.  92112 
(714)  299-3131 


Organization . 

Address _ 

City _ 

State _ 

Zip - 
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□  PEWS 

By  REV.  JOE  McKEEVER 
Pews  is  a  delightful  two-column 
panel  cartoon  for  your  weekly 
church  page  or  it  can  be  run  ROP 
during  the  week.  This  often 
hilarious  drawing  is  done  by  a 
Baptist  minister  of  a  2.000-member 
church  in  Mississippi.  He  will  tickle 
your  readers  each  week  with  his 
humor.  Five  cartoons  sent  the  first 
of  every  month 


J12&20II 

□  TwEEN  U’  &  20 

By  DR.  ROBERT  WALLACE 
"twEEN  12  &  20  "  is  a  six-pcr- 
weck  advice  column  for  teen¬ 
agers  mainly,  but  attracts 
readers  of  all  ages.  One  of  the 
reasons  for  the  continued 
popularity  of  "  TwEEN  12  &  20  " 
is  i)r  Wallace  himself  He 
relates  to  both  teens  and  their 
parents.  "  TwEEN  12  &  20 
attracts  today  your  readership 
of  tomorrow.  'That's  why  it  is 
the  No  1  teen  column  in  the 
nation.  Also  available  six  per 
month.  Camera-ready,  or  over 
UPl  or  AP  highspeed  wire. 

□  WEEKLY  OFFSET 
PACKAGES 

Ideal  for  weeklies  and  small 
dailies.  Three  packages:  Weekly 
Features.  News  &  Commentary 
and  Today's  World.  More  th.in 
100  stories  and  features  every 
week,  plus  editorials  and 
cartoons.  Can  be  purchased 
individually  also.  Camera-ready, 
or  over  AP  or  UPl  highspeed 
wire. 

□  BOB  ENGLEH.ART. 
h^dilftrial  Cartoonist 
The  ultimate  editorial 
cartoonist.  Funny,  irreverent 
and  always  on  target.  Winner  of 
the  1977  i'.S.  Industrial  Council's 
annual  "Dragon  Slayer  Award  " 
and  nominated  for  the  1979 
Pulitzer  Prize  by  his  peers.  Five 
cartoons  a  week 


□  LET  S  TALK  MICROWAVES 
By  GWEN  LEHMANN 
Microwave  oven  owners  rejoice 
whenever  an  editor  brings  this 
outstanding  feature  to  his  paper. 
Gwen  Lehmann  is  authorized  to 
operate  over  15  brands  of 
microwave  ovens  and  is  a 
member  of  the  International 
Microwave  Power  Institute  and 
the  Electrical  Women's  Round 
Table.  Like  them  or  not. 
microwave  ovens  are  becoming 
more  and  more  important  in  the 
American  kitchen.  Now  you  can 
be  the  first  to  provide  your 
readers  with  a  column  full  of 
hints,  recipes  and  advice  — 
perfect  for  your  money-making 
weekly  ftxtd  section.  Available 
once  a  week.  Camera-ready,  or 
over  UPl  or  AP  highspeed  wire. 

□  SPECIAL  ADVERTISING 
P.ACKAGES 

Eighteen  packages  a  year.  Each 
contains  25  stories,  many  with 
art.  An  inexpensive  way  to 
generate  new  greater 
advertising  revenue.  Quality 
editorial  material  designed  to 
stand  alone  or  be  incorporated 
into  existing  ad  sections  and 
camera  and  scanner  ready,  or 
over  UPl  or  AP  highspeed  wire. 
Some  packages  available: 

Bridal.  Back  to  School.  Working 
Women.  Energy  Conservation 
and  Christmas. 

□  WHAT'S  YOUR  VERDICT'.’ 
By  ATTORNEY  PAUL  LEVINE 
"What's  Your  Verdict'’ "  is 
guaranteed  to  test  even  your 
most  knowledgable  readers. 

This  six-per-week.  one-column 
feature  creates  in.stant 
readership  for  you  because 
everyone  is  fascinated  with  the 
law.  Ideal  for  your  op-ed  page 
or  as  a  page  brightencr 
anywhere  in  your  newspaper. 
Also  available  six  times  per 
month.  Camera  Ready,  or  over 
UPl  or  AP  highspeed  wire. 


HOW  TO  AVOO  THE 
CHRISTMAS  CON 
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FOR  SHELLEY  DUVALL 
rrs  POPEYE  LOVE 


King  Features  is  proud  to  announce  the  addition  of 

The  Cleveland  Press 

and 

CHICAGO 

SunTimes 

to  its  list  of  clients  for  Sunday  Woman. 


TRY  SPCY 
(BUT  SMPLE) 
RECPESFROM 
JAMACA 


One  circulation  manager  calls  it  "the  hottest  item  you  can  add  since  TV 
books...  a  circulation  manager's  and  promotion  manager's  dream."  And 
why  not?  After  all,  King  Features  provides  everything  a  newspaper  needs 
to  create  its  own  quality  Sunday— or  weekday— supplement.  Great 
editorial  content  plus  eye-catching  cover  art  and  graphics  designed  to 
capture  one  of  your  most  important  market  segments— women  1 8-50. 

Now  the  Chicago  Sun-Times  and  Cleveland  Press  join  the  growing  list  of 
clients— a  list  that  includes  the  Sacramento  Bee,  San  Antonio  Light,  Seattle 
Post-Intelligencer,  Midland  Reporter-Telegram,  Anchorage  Daily  News, 
and  other  fine  newspapers.  They  know  what  Sunday  Woman  can  do  for 
them.  So  call  us  and  learn  what  it  can  do  for  you. 


For  additional  information  contact  Dick  Fales, 

National  Sales  Director,  at  800-223-7383  or  212-682-5600. 

King  Feal'wres  Syndicaf'e 

235  East  45th  Street,  New  York,  N.Y.  1 001 7 


A  GOOD  BUY 
GETS  BETTER! 

National  advertisers  wanting  to  make 
effective,  efiBcient  media  buys  in  the 
St.  Petersburg-limpa  metro  area  welcome  the 
inviting  sch^ule  of  discounts  given  by 
The  St.  Petersburg  Times  and  Evening  Independent. 

•  Newsplan  discounts  up  to  22% 

•  Frequency  discounts  for  preprinted  inserts 

Both  progr^  are  designed  to  encourage 

regular  national  advertising  investments  in 
The  Times  and  Independent,  newspapers  which 
represent  a  smart  buy  in  a  good  market. 

While  33  radio  and  six  television  stations  vie 
for  shares  of  this  mushrooming  market. 

The  Times  and  Independent  deliver  the  largest 
print  audience  on  Florida’s  West  Coast. 

Effective  buying  income  in  the  three-county 
metro  area  is  $10.6  billion,  with  PineUas  County 
residents  served  by  The  Times  and  Independent 
accounting  for  $5.6  billion  —  53%  of  the  total. 

And  in  this  market,  attractive  discounts 
for  major  advertisers  make  The  Times  and 
Independent  a  better  buy  than  ever! 

If  you’d  like  more  information,  call 
General  Advertising  Manager  Walt  Stecher 
at  813/893-8249,  or  write  us  at  PC.  Box  1121, 

St.  Petersburg,  Fla.,  3373L 

Prtrrsburg  dlimra 

&  Evening  Independent 

Represented  nationally  by  Stoiy  &  Kelly-Smith,  Inc. 
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JANUARY 


29-31— Tennessee  Press  Institute  and  Tennessee  Press  Association 
annual  meeting,  Radisson  Plaza,  Nashville. 

FEBRUARY 

1-7 — Suburban  Newspapers  of  America  Mid-Winter  Management  Con¬ 
ference,  Casa  Marina  Hotel,  Key  West,  Fla. 

1-8 — National  Association  Advertising  Publishers  Mid-Winter  Conference, 
Camino  Real  Hotel,  Cancun,  Mexico. 

13 — New  England  Daily  Newspaper  Assn.,  Hyatt  Regency,  Cam¬ 
bridge,  Mass. 

12-13 — New  England  Newspaper  Advertising  Executives  Asso¬ 
ciation,  Hyatt  Regency,  Cambridge,  Mass. 

12-15 — California  Newspaper  Publishers  Association,  annual  meet¬ 
ing,  Doubletree  Inn,  Monterey,  Calif. 

12- 16 — Communications  Conference,  Howard  University  School 

of  Communications,  Washington,  D.C. 

13- 15 — SCAMA  Telephone  Sales  School  Hilton  Hotel,  Biloxi,  Miss. 

15-18 — Southern  Classified  Advertising  Managers  Association 

Conference,  Hilton  Hotel,  Biloxi,  Mississippi. 

17- 20 — NACON,  Plaza  of  Americas,  Dallas,  Tex. 

18- 20 — Ohio  Newspaper  Assn.,  Hyatt  Regency,  Columbus,  Ohio. 

MARCH 

1- 3 — SNPA  Production  Conference,  Holiday  Inn  Rivermont,  Memphis, 

Tenn. 

2- 4 — International  Press  Institute  30th  general  assembly,  Kenyatta  Con¬ 

ference  Center,  Nairobi,  Kenya. 

5-8 — New  York  Press  Association,  Sheraton  Airport  Inn,  Albany,  N.Y. 
11-14 — National  Newspaper  Association  Government  Affairs  Conference, 
Hyatt  Regency,  Washington,  D.C. 

13-15 — Miss.  Valley  Classified  Ad  Managers  Association,  Hyatt  Regen¬ 
cy,  Chicago. 

22-24 — ^Texas  Daily  Newspaper  Association  annual  meeting.  Plaza 
of  Americas,  Dallas,  Tex. 

25- 27 — Suburban  Newspaper  of  American  Editorial  Conference,  Lincoln 

Plaza  Hotel,  Oklahoma  City,  Okla. 

26- 28 — Mid-Atlantic  Newspaper  Ad  Executives  Assn.,  Hyatt  Winston- 

Salem,  Winston-Salem,  N.C. 

27- 29 — Northwest  Mechanical  Conference,  Sunwood  Convention 

Center,  St.  Cloud,  Minn. 

APRIL 

2- 4 — Illinois  Press  Association,  Sheraton-Homewood  Inn,  Homewood,  III. 

3 — Kentucky  Press  Assn.  Press  and  Courts  Seminar,  Galt  House, 

Louisville,  Ky. 

3- 4 — Montana  Press  Assn.  Workshop,  Sheraton,  Great  Falls, 

Mont. 

5-7 — Southern  Newspaper  Publishers  Assn.  Circulation  Sympo¬ 
sium,  Colony  Square  Hotel,  Atlanta,  Ga. 

9-11 — Iowa  Press  Assn.  66th  annual  convention,  Marriott  Hotel, 
Des  Moines,  Iowa 

9-11 — North  and  East  Texas  Press  Assn.  Convention,  Fredonia 
Inn,  Nacogdoches,  Tex. 

9-11 — South  Dakota  Press  Assn.  99th  Convention,  Holioay  Inn, 
Watertown,  S.D. 

9- 11 — Kansas  Press  Association  Convention,  Holidome,  Hutchin¬ 

son,  Kans. 

10 — Maine  Press  Assn.  Spring  Conference,  Augusta  Civic  Center, 
Augusta,  Me. 

10- 12— Louisiana  Press  Assn.  101st  Annual  Convention,  Royal 

Sonesta  Hotel,  New  Orleans,  La. 

21-24 — American  Society  of  Newspaper  Editors,  Sheraton  Wash¬ 
ington,  Washington,  D.C. 
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THE  PHOTOGRAPHY 
IN  JOURNAUSM  CONFERENCE. 

APRIL  10-12.  For  the  third  consecutive  year,  the  San  Jose  Mercury  News  is  proud  to  sponsor 
the  nation’s  only  interdisciplinary  conference  for  newspaper  editors  and  photographers. 

As  Gene  Roberts,  Philadelphia  Inquirer  executive  editor,  said  at  the  1980  conference,  “It’s  time  to 
stop  being  word  people  or  picture  people.  It  is  time  to  break  down  the  wall  between  words  and  pictures  and 
simply  tell  the  story.’’  The  goal  of  the  conference  is  to  do  just  that. 

Both  technical  and  theoretical  seminars  will  be  presented  by  some  of  the  nation’s  most  respected 
journalists,  plus  an  eight  hour  “hands  on’’  workshop.  • 

In  addition,  this  year’s  program  will  include  a  $1,000  cash  awards  competition  for  (1)  best  use  of 
photography  in  a  section  front  page,  and  (2)  picture  layout.  The  entry  fee  is  covered  by  your  conference 

registration.  ^  o  a  xt 

Advance  registration  closes  April  1.  For  information,  call  (408)  '  |  '|-j  JOSE 

289-5254.  Or  write  J.  Bruce  Baumann,  Director  of  Photography  and  Aft,  -a  TT5V'  XTCW7C 

San  Jose  Mercury  News,  750  Ridder  Park  Drive,  San  Jose,  Ca.  95190.  iVLtilxV^ LJ IxJt  iNl!^  W O 


I.A/.4.E.  MEMBERS! 


Invest  30  minutes  of  your  time  at  the 
National  Sales  Conference  and  earn  $300,000 
and  more  in  increased  co-op  billing. 


A  new  co-op  advertising  training,  information 
and  marketing  program  will  be  presented  by 

Metro  Associated  Services  on 

Tuesday,  January  27th 
at  5:00  p.m. 
in  the  Capitol  Room  at 
The  Diplomat 
Hollywood,  Florida 

Immediately  following  the  “Ideas  Tables” 
This  is  one  investment  that  has 
a  guaranteed  return. 

For  additional  information,  call: 

Ann  Goldgraben 

toll  free  1-800-223-1600 


METRO  ASSOCIATED  SERVICES,  INC. 
33  West  34th  Street,  New  York,  N.Y.  10001 
(212)  947-5100 


Editorial  workshop  By  Roy  H.  Copperud 


Forgive  Us  Our  Debts— No.  561 

The  need  for  the  writer  to  put  himself  in  the  reader’s  place 
has  been  set  forth  by  more  than  one  distinguished  authority  on 
writing,  among  them  Sir  Arthur  Quiller-Couch  in  one  of  a 
series  of  lectures  at  Cambridge  University  (published  as  a 
book  in  1961  under  the  title  On  the  Art  of  Writing): 

“You  have  been  told,  I  daresay  often  enough,  that  the 
business  of  writing  demands  two — the  author  and  the  reader. 
Add  to  this  what  is  equally  obvious,  that  the  obligation  of 
courtesy  rests  first  with  the  author,  who  invites  the  seance, 
and  commonly  charges  for  it.  What  follows,  but  that  in  speak¬ 
ing  or  writing  we  have  an  obligation  to  put  ourselves  in  the 
hearer’s  or  reader’s  place?  It  is  his  comfort,  his  convenience, 
we  have  to  consult.  .  . 

“All  reading  demands  an  effort.  The  energy,  the  good-will 
which  a  reader  brings  to  the  book  is,  and  must  be,  partly 
expended  in  the  labour  of  reading,  marking,  learning,  inward¬ 
ly  digesting  what  the  author  means.  The  more  difficulty,  then, 
we  authors  obtrude  on  him  by  obscure  or  careless  writing,  the 
more  we  blunt  the  edge  of  his  attention:  see  that  if  only  in  our 
own  interest — though  I  had  rather  kept  it  on  the  grounds  of 
courtesy — we  should  study  to  anticipate  his  comfort.’’ 

Neglect  of  this  advice  can  take  many  forms.  The  newswri- 
ter  is  liklier  to  be  guilty  of  it  than  other  writers,  and  deserves 
some  sympathy,  considering  the  conditions  of  haste  and 
pressure  under  which  the  work  is  often  done.  The  trade 
expression  for  one  form  of  this  fault  is  “holes  in  the  story’’ — 
statements  that  raise  questions  in  the  reader’s  mind  and  fail  to 
answer  them. 

Recently  the  morning  paper  carried  a  detailed  report  on  the 
increasing  cultivation  of  ginseng  in  America  for  export  to 
oriental  markets,  where  it  is  prized  as  a  panacea  and  specifi¬ 
cally  as  an  aphrodisiac.  There  was  surely  no  excuse  of  hasty 
writing  here,  because  the  reporter  had  assembled  the  facts 
from  near  and  far.  Obviously  there  was  time  to  do  a  a  leisurely 
and  comprehensive  job. 

Now,  every  reasonably  well-informed  person  knows  that, 
strictly  speaking,  there  is  no  such  thing  as  an  aphrodisiac, 
although  there  are  substances  that  lower  inhibitions  and  thus 
heighten  sexual  attraction.  The  most  obvious  is  liquor  in 
judicious  qualities.  But  what  about  the  numerous  afflictions 
that  are  widely  regarded  in  the  orient  as  curable  by  ginseng? 
The  recent  history  of  medicine  is  full  of  accounts  of  folk 
remedies,  not  only  exotic  ones  like  ginseng,  but  also  home¬ 
grown  examples,  that  formerly  were  laughed  at  by  medical 
science  but  now  are  conceded  to  be  effective.  As  for  the 
exotic,  how  about  acupuncture? 

And  so  I  finished  reading  the  story  wondering  that  Western 
scientists  think  of  the  claims  that  ginseng  will  cure  certain  ills. 
Is  there  anything  to  them,  or  have  they  been  investigated 
here?  But  the  story  contained  not  a  word,  pro  or  con,  on  this 
point. 

Wayward  Words 

Coming  off  is  the  new  fad  among  sportswriters,  displacing 
after,  which  apparently  lacks  pizzazz.  “Coming  off  a  success¬ 
ful  season.  Coach  Willaim  Arndt  gave  credit  to.  .  .’’  “Com¬ 
ing  off  two  unexpected  defeats  in  a  row,  the  team  was  de¬ 
moralized.’’  However,  pointing  out  freakish  language  in 
sportswriting  is  like  shooting  fish  in  a  barrel. 

*  ♦  ♦ 

The  delusion  is  widespread  that  old  means  only  aged  or 
elderly  ;  thus  the  expression  old  friend  is  often  given  “old” 
friend  to  assure  the  reader  that  of  long  standing  is  meant  and 
not  aged.  But  the  quotation  marks  are  follish;  no  one  would 
misunderstand. 
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Tom  Rood  is  typical  of  the  retailers 

who  depend  on 


/ 


Tom  is  Media  Manager  of  Wal- 
green’s.  The  leading  U.S.  drug 
store  chain  in  terms  of  volume... 
$1.53  billion  sales  in  1980. 


He  says  “We  rely  on  Branham  for  fast,  professional  help.  Walgreen’s  evaluates 
and  analyzes  each  market  individually,  adjusting  ad  schedules  and  media  mix  as 
conditions  warrant.  Branham  always  gives  us  accurate,  intelligent  information 
plus  insights  into  local  conditions.” 


•  First  independent  representative  to  offer  retail  help 

•  50  salesmen  with  retail  responsibilities 

•  3  regional  retail  Sales  Managers 

•  Retail  coordinator  in  all  17  offices 

•  Contacts  at  virtually  every  chain  store. ..at  all  levels. 

•  Unparalleled  library  of  data  on  chain  stores  of  all  kinds. 
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Good  news  for  '81 

There  is  so  much  discouraging  business  news — the  stock 
market  decline,  rising  inflation,  declines  in  the  government’s 
economic  indicators — it  is  a  relief  to  hear  some  expert  come 
up  with  an  optimistic  forecast  about  our  business. 

Frederick  G.  Harris,  vicepresident  for  finance  of  Dow  Jones 
&  Co.,  has  predicted  1981  will  be  a  year  of  growth  in  the 
newspaper  business.  “On  the  basis  of  an  improving  economy, 
profits  of  the  12  publicly-owned  companies  in  1981  will  show 
an  increase  in  the  12%  to  15%  range,”  he  says  predicting 
advertising  lindge  will  rebound  3%  to  5%  and  a  steady  in¬ 
crease  in  circulation  will  continue.  Note  he  says  “linage,”  not 
ad  dollars. 

Of  course,  he  was  talking  only  about  the  12  publicly-owned 
companies  but  we  believe  it  is  safe  to  assume  they  will  not  be 
exceptions  but  %11  be  typical  of  what  will  happen  to  the  vast 
majority  of  newspaper  companies. 

Talking  about  “discouraging  business  news,”  we  wonder 
sometimes  if  the  American  public  is  getting  a  true  picture.  A 
week  ago  the  Commerce  Department  released  figures  for 
December  retail  sales  on  a  seasonally  adjusted  basis.  Said 
the  Department,  “sales  fell  1.3%  last  month  (December)  to 
$80.82  billion.”  Headlines  in  at  least  two  New  York  newspap¬ 
ers  said  retail  s%les  fell  1.3%  in  December.  Upon  reading  the 
story  it  is  discovered  the  December  totals  were  1.3%  below 
the  November  figure  but  compared  to  December,  1979,  (the 
usual  way  to  compare  figures  for  comparable  periods)  sales 
were  up  4.8%  from  $77.2  billion. 

The  increase  in  inflated  dollars  was  no  big  deal,  but  why 
can’t  our  business  pages  reflect  a  positive  note  rather  than  a 
negative  one?  Whoever  heard  of  comparing  August  sales  fi¬ 
gures  with  July,  for  instance? 


Hire  a  consultant 

The  decision  of  the  U.S.Supreme  Court  refusing  to  review  a 
lower  court  ruling  involving  libel  suits  against  newspapers 
by  private  consultants  working  for  government  (E&P,  Jan. 
17,  page  9),  may  offer  a  threat  of  more  libel  suits  but  also 
offers  an  escape  hatch  for  public  officials  in  controversial 
situations. 

What  is  more  simple  than  for  a  public  figure,  who  wants  to 
avoid  critical  analysis  of  his  work  by  the  press,  to  hire  an 
outside  consultant  firm  to  do  the  work  and  “take  the  rap,”  if  it 
works  out  that  way?  Consultants  are  not  “public  figures” 
under  the  court  ruling,  therefore  the  press  must  be  more 
cautious  in  evaluating  their  work  than  it  would  have  to  be 
with  a  true  public  figure,  an  elected  or  appointed  official. 

We  doubt  that  many  responsible  newspapers  would  be  in¬ 
timidated  by  this  if  they  felt  criticism  was  justified  but  it 
could  add  up  to  a  great  deal  of  legal  harrassment  of  the  press 
by  public  officials  and  their  consultants. 
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Letters 


FIGHTER 

The  January  10Editor&  Publisher  car¬ 
ried  a  lengthy  article  concerning  the 
“Hard-nosed  bargainer  hired  by  N.Y. 
Guildsmen.” 

In  1975-76 1  became  quite  familiar  with 
Orcutt  as  part  of  the  management  team  of 
the  Haverhill  (Mass.)  Gazette.  The  Guild 
unit  had  been  there  for  something  over  15 
years.  If  Orcutt’s  negotiating  ability  in 
that  situation  is  typical,  the  New  York 
unit  had  best  gear  for  tough  times. 

Orcutt,  with  the  ever-present  “I'll 
stare  you  down”  and  the  implied  use  of 
force,  managed  to  bargain  that  unit 
directly  into  a  de-certification  “forget  the 
nonsense;  we  want  more  money.”  The 
unit  had  not  had  a  pay  raise  in  nearly  two 
years  because  of  Orcutt’s  insistence  on 
stalling  negotiations. 

And  what  was  the  burning  issue  Orcutt 
insisted  we  negotiate  and  negotiate  and 
negotiate? 

Paternity  leave. 

The  New  York  unit  had  best  begin  ka¬ 
rate  lessons  because  that  is  the  only  way 
Jim  Orcutt  knows  how  to  “negotiate.” 

Jim  Garner 
(Garner  is  publisher,  Ukiah  (Calif.)  Dai¬ 
ly  Journal 

PAYING  OFF 

Hooray  for  Amour  Krupnik  as  he 
points  out  that  good  packaging  and  pre¬ 
sentation  of  the  news  is  of  paramount 
importance  in  today’s  tv-oriented  world. 

Of  course,  it’s  nothing  new  to  some  of 
us.  From  its  first  day  of  publication,  the 
Philadelphia  (Pa.)  Journal  has  maintaned 
an  editorial  policy  of  pulling  out  essential 
information  and  statistics  and  presenting 
them  as  charts  or  sidebars  with  each  fact 
“bulleted”  for  easy  reading.  We  know, 
from  the  reader  feedback  we’ve  had,  that 
this  is  the  way  to  go. 

It  was  tough  at  first  to  break  reporters 
of  the  habits  they  learned  on  other  papers 
but  now,  as  a  matter  of  course,  they 
check  every  story  they  write  for  informa¬ 
tion  which  can  be  broken  out.  They  can 
write  great  works  of  prose  when  they  go 
home! 

It’s  paying  off,  too.  The  Journal  just 
celebrated  its  third  birthday  with  a  daily 
circulation  approaching  120,000.  We’ve 
done  something  which  hasn’t  been  done 
in  the  United  States  in  20  years  or  more — 
kicked  off  a  new  tabloid  and  kept  it  going. 
Philadelphia  is  the  only  city  in  the  nation 
with  four  daily  papers.  Good  graphics  has 
played  no  small  part  in  getting  us  there. 

Bill  Taylor 
(Taylor  is  assistant  managing  editor,  Phi¬ 
ladelphia  Journal 

COMIC  ERRORS 

Though  I  agree  with  the  tenor  of  Nick 
Russell’s  piece  on  the  “Unfunny  side  of 
newspaper  comic  strips,”  1  am  some- 
EDITOR  &  PUBLISHER  for  January  24,  1981 


what  embarrassed  to  note  you  selected 
one  of  our  comic  strips  (“Tank  McNa¬ 
mara”)  as  an  example  of  spelling  errors. 

We  take  our  editing  responsibility — 
whether  for  grammar  and  spelling  or  con¬ 
tent — seriously  and  intend  to  provide 
newspaper  with  quality  material.  If  we 
err,  as  we  occasionally  do,  we  acknow¬ 
ledge  it.  Frequently  a  correction  is  sent 
out  to  newspaper  if  an  error  is  spotted  in 
time.  We  do  not  “shrug  off  responsi¬ 
bility.” 

If  you  do  form  a  Society  for  the  Preven¬ 
tion  of  Cruelty  to  English,  please  enroll 
me  as  a  charter  member. 

Lee  Salem 


(Salem  is  managing  editor.  Universal 
Press  Syndicate.) 


NIT-PICKING 

I  may  be  alone  in  my  thinking,  but  my 
hackles  come  up  when  someone  “nit- 
picks”  at  the  comics. 

I  read  them,  1  collect  them,  I  love  them. 
From  the  day  one,  comics  have  been  rep¬ 
resentative  of  the  masses.  Slang,  street 
talk,  particular  misuse  of  the  English  lan¬ 
guage  based  on  particular  geographic 
locale  etc.  So  what! 

Comics  have  given  people  a  lift,  en¬ 
ticed  them  with  adventure,  exposed  our 
weaknesses,  revealed  our  stupidity  and  in 
general  gave  us  reason  to  laugh  at 
ourselves  or  lose  ourselves  in  some  great 
adventure. 

Today  political  satire  has  added  a  cris¬ 
per  dimension. 

Statistics  seem  to  indicate  that  a  great 
many  college  grads  can’t  spell  anyhow 
and  as  for  grammar — how  many  of  us  out 
here  on  the  reader  side — know  right  from 
wrong. 

I’m  saying,  hooray  for  comics,  give  us 
more,  nick-pick  (oops)  nit-pick  the  X 
movies  and  porn  that  is  really  tearing 
down  the  real  values  of  this  country.  Find 
something  really  useful  to  do  with  your 
time  as  opposed  to  finding  fault  with  a 
roots  entertainment  force. 


There  are  some  real  battles  to  be  won — 
the  comics  are  not  the  enemy 

Bob  Curtiss 


REACTION 

I  would  like  to  react  on  two  accounts  to 
the  article  by  Celeste  Huenergard  in  the 
January  3  Editor  &  Publisher  about  the 
“Ups  and  Downs  recorded  by  Top  25 
Nev'spapers.”  The  article,  of  course, 
was  referring  to  the  circulation  gains  and 
losses  of  these  newspapers. 

Generally  speaking,  as  a  researcher 
and  a  purist,  I  find  Celeste’s  constant  re¬ 
ferral  to  circulation  copies  and  readers  as 
if  they  were  synonymous,  a  bit  on  the 
layman  side.  Newspapers  are  continually 
fighting  a  war  with  both  advertisers  and 
agencies  that  circulation  is  only  an  indica¬ 
tion  of  copies  sold,  and  it  is  the  readership 
of  that  newspaper  (currently  averaging 
2-plus  adult  readers  per  copy)  that  is  im¬ 
portant.  The  electronic  broadcast  media 
plays  havoc  with  newspapers  by  implying 
that  circulation  and  readership  are  one 
and  the  same.  And  then  to  feed  these 
battles,  our  own  industry  magazine  con¬ 
stantly  refers  to  circulation  copies  and 
readers  in  the  same  vein. 

Secondly,  speaking  specifically  about 
the  Houston  market,  I  challenge 
Celeste’s  analysis  of  the  current  daily  cir¬ 
culation  gains  experienced  by  the  two 
newspapers.  While  it  is  true  that  the 
Houston  Post  realized  a  growth  in  cir¬ 
culation  of  just  over  6,000  copies,  the 
Houston  Chronicle  with  its  new  AM  edi¬ 
tion  gained  at  a  rate  2.7  times  greater  than 
the  Post.  I  hardly  see  how  Celeste  can 
describe  this  comparison  as  the  Chronicle 
faring  “equally  well.”  I  know  it  is  not  the 
purpose  of  Editor  &  Publisher  to  advo¬ 
cate  one  newspaper  over  the  other,  but 
being  a  journalistic  representative  of  the 
industry,  I  would  think  the  choice  of 
words  reporting  the  facts  would  have 
been  chosen  a  little  better. 

Ralph  L.  Harrington 


(Harrington  is  research  manager,  Hous¬ 
ton  Chronicle.) 
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“The  Pony  Wire  provides  solid,  dependable  writing 
w  hich  has  enhanced  our  product.  Also,  we  replaced 
stacks  of  paper  with  direct  computer  input  and  output. 
We  like  it.” 
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A  fewdty  fiicts.abouj:  an  ideal 
test  maikedng  dunate. 

What  makes  Portland  such  an  excellent  test  market?  The  fact  that  Portland 
demographics  are  virtually  identical  to  national  averages.  Item  by  item. 

The  fact  that  Portland  is  uniquely  isolated  from  outside  marketing  influences 
helps,  too. 

So  it’s  easy  to  see  why  Portland  tops  Dancer-Fitzgerald'Sample’s  list  of 
recommended  test  markets  on  the^JCfet  Coast. 


It’s  also  easy  to  see  why  the  Oregonian/Oregon  Journal  is  the  single  best  way  to 
reach  this  special  market. 

More  facts:  combined,  they  reach  49.3%  of  all  households  in  the  Oregon 
counties  of  the  Portland  ADI.  68.59%  of  those  in  the  three  Oregon  counties  of 

Portland  metro.  And  they  do  it 
more  efftciently  than  any 
newspaper  combination 
on  the  West  Coast. 

To  get  all  the  facts 
on  this  unique  test 
market,  send  today  for 
our  free  Oregon 
Marketing  Manual. 

Then  put  us  to 
the  test  with  the 
Oregonian/Oregon 
Journal.  It’s  the  best 
coverage  in  Oregon. 

I - 1 

1  see  Oregon  in  a  whole  new  light. 

What  else  is  at  the  end  of  the  rainlxiw? 
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High  Court  lets  stand 
order  to  jail  reporter 
silent  on  news  source 

By  I.  William  Hill 

The  Supreme  Court  this  week  refused  to  save  a  reporter  from  six  months  in 
jail  for  refusing  to  reveal  a  news  source. 

The  Justices  turned  down  consideration  of  a  confidentiality  dispute 
appealed  to  them  by  Philadelphia  Inquirer  reporter  Jan  Schaffer,  who  had 
declined  to  tell  a  court  whether  a  U.S.  Attorney  had  been  her  source  for  a 
story  about  the  FBI’s  Abscam  investigation. 

Ms.  Schaffer  had  asked  the  high  court  to  consider  whether  a  reporter, 
appearing  as  a  defense  witness  in  a  criminal  case,  has  a  constitutional  pri¬ 
vilege  to  refuse  to  reveal  the  identity  of  a  source. 

The  case  grew  out  of  the  indictment  of  Philadelphia  City  Councilmen  Harry 
Jannotti,  Louis  Johnson,  George  Schwartz  and  Attorney  Harry  Criden  as  part 
of  the  Abscam  probe.  These  four,  charged  with  racketeering  and  extortion, 
sought  to  have  the  charges  dropped  because  of  prosecution  misconduct 
involving  news  leaks. 

Appearing  as  a  defense  witness,  Peter  Vaira,  U.S.  Attorney  for  the  Eastern 
District  of  Pennsylvania,  admitted  having  several  telephone  talks  with  Schaf¬ 
fer  after  the  Abscam  news  broke  on  February  2,  1 980.  He  denied  that  he  had 
discussed  the  Philadelphia  angles  of  the  investigation  or  that  he  had  told 
Schaffer  the  names  of  the  city  councilmen. 

Called  to  testify,  the  reporter  was  asked  if  she  discussed  Abscam  with 
Vaira.  She  refused  to  respond  under  oath  about  the  conversation  with  Vaira, 
was  cited  for  contempt,  and  sentenced  to  up  to  six  months  in  jail  by  U.S. 
District  Court  Judge  John  P.  Fullam. 

Inquirer  lawyers  contested  the  citation  on  the  grounds  that  it  violated  First 
Amendment  free  press  guarantees.  But  a  reporter’s  privilege  to  remain  silent 
to  protect  sources  is  not  guaranteed  under  prior  Supreme  Court  rulings,  and 
an  appeals  court  upheld  the  contempt  finding.  Pennsylvania’s  state  shield  law 
is  one  of  the  best  in  the  country. 

After  all  four  defendants  were  found  guilty,  the  trial  judge  threw  out  two 
convictions  on  grounds  of  entrapment  and  prosecution  misconduct  not  re¬ 
lated  to  any  news  leaks.  Later,  the  government  announced  it  would  not 
pursue  prosecution  of  the  other  two.  Hence,  Schaffer  ended  up  being  the  only 
person  facing  a  jail  term  in  the  case. 

The  contempt  citation  was  upheld  by  the  3rd  U.S.  Circuit  Court  of  Appeals 
and  Schaffer  then  appealed  to  the  Supreme  Court.  She  argued  that  reporters 
need  a  qualified  testimonial  privilege  which  precludes  obtaining  a  reporter’s 
source  of  news  as  well  as  any  unpublished  information  obtained. 

The  Reporters  Committee  for  Freedom  of  the  Press  entered  the  case  in 
Schaffer’s  behalf.  This  week,  it  stated:  “The  ultimate  absurdity  of  this  case  is 
that  two  criminal  defendants  in  this  appeal  have  been  acquitted;  that  the 
government  has  announced  it  will  not  prosecute  the  remaining  two  defendants 
and  the  only  persons  going  to  jail  from  this  celebrated  Abscam  investigation  is 
a  young  woman  reporter.’’ 

Her  next  step  is  uncertain.  Schaffer  could  ask  Supreme  Court  reconsidera¬ 
tion  with  small  likelihood  of  obtaining  it.  Otherwise  what  happens  to  her  will 
now  be  up  to  the  judges  citing  her  for  contempt.  Richard  Sprague,  a  defense 
lawyer,  said  the  jail  sentence  is  “on  ice’’  as  far  as  he  is  concerned  until  the 
appeal  is  resolved. 


EtP 

Every  Saturday  since  1 884 


TOP  SPORTS  WRITER— Associated 
Press  special  correspondent  Will  Grims- 
ley  was  named  national  sports  writer  of 
the  year  in  the  22nd  annual  National 
Sportscasters  and  Sportswriters  Associa¬ 
tion  Awards  Program.  The  winners  are 
chosen  by  the  4,500  members  of  NSSA. 
He  also  won  the  award  in  1978.  Grims- 
ley,  who  joined  AP  in  1 943,  began  writ¬ 
ing  his  daily  column  in  1 977.  The  awards 
program  will  be  held  in  Salisbury  April 
5-7.  The  awards  presentation  will  be 
made  April  6  in  Keppel  Auditorium  at 
Catawba  College. 

Strike  shuts 
St.  Regis  mili 
in  Houston 

A  strike  by  members  of  United  Paper- 
workers  International  Union,  Local  768 
has  shut  down  the  St.  Regis  Paper  Co. 
newsprint  plant  in  Houston,  Texas. 

All  operations  at  the  plant,  which  pro¬ 
duces  1 ,140  tons  of  newsprint  daily,  have 
halted,  including  shipments  of  existing 
newsprint  supplies  in  the  plant’s  ware¬ 
house. 

Curtis  Doolan,  a  company  spokesman, 
said  430  workers  walked  off  their  jobs 
January  15  after  rejecting  a  contract  offer. 
The  3-year  contract  rejected  by  union 
members  was  the  second  offer  they 
turned  down,  he  added. 

Union  officials  wouldn’t  say  why  they 
turned  down  either  contract.  The  first 
proposal  was  rejected  January  2,  and 
workers  issued  a  10-day  strike  notice 
January  5 .  Their  contract  expired  Decem¬ 
ber  3 1 . 

Newsprint  from  the  Houston  plant  and 
(Continued  on  page  66) 


Punish  7 
for  Abscam 
news  leaks 
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J-professors  attend  ad  briefing 


ADVERTISING  PROFESSORS  from  colleges  and  universities  recently 
attended  the  first  advertising  seminar  sponsored  by  the  INAE  Foundation. 

The  meeting,  which  was  held  at  the  Newspaper  Advertising  Bureau  offices 
in  New  York,  gave  14  professors,  all  members  of  the  American  Academy  of 
Advertising,  an  in-depth  look  at  all  phases  of  contemporary  newspaper 
advertising  —  from  creativity  to  research  and  competitive  medio  to  classi¬ 
fied. 

The  all-expense  paid  meeting  was  made  possible  by  contributions  from 
INAE  member  newspapers. 

Each  professor  received  extensive  materials,  slides  and  cassette  copies  of 
the  major  NAB  presentations  for  use  in  their  classroom  work. 

Pictured  here  are,  from  left  to  right,  Willard  L.  Thompson  of  the  University 
of  Minnesota,  president  of  the  American  Academy  of  Advertising;  Robert  E. 
Cutler,  chairman  of  the  INAE  Schools  and  Colleges  Committee  and  advertis¬ 
ing  director  for  the  Salt  Lake  City  Tribune  and  Deseret  News;  and  Leonard 
Lanfranco  of  the  University  of  Florida  at  Gainesville. 

Byline  boycott  staged  by  300 
Associated  Press  reporters 


At  least  300  Associated  Press  reporters 
withheld  their  bylines  from  copy  moving 
on  AP  wires  for  a  three-day  period  this 
week. 

The  byline  boycott  came  during  some 
of  the  biggest  breaking  stories  of  the 
year — the  release  of  the  American  hos¬ 
tages  in  Iran,  the  Presidential  inaugura¬ 
tion  and  the  pre-Super  Bowl  agenda. 

Those  who  requested  removal  of  their 
bylines  did  so  to  protest  the  stalled  con¬ 
tract  negotiations  between  AP  manage¬ 
ment  and  the  Wire  Service  Guild. 

The  contract  expired  midnight  Decem¬ 
ber  31  with  the  big  disagreement  being 
over  money  and  management’s  attempt 
to  exclude  a  cost  of  living  increase  clause 
from  the  new  contract  (E&P,  Jan.  17, 
page  10). 

“This  was  not  a  protest  organized  by 
the  union  leaders,”  said  William  Morris¬ 
sey,  Wire  Service  Guild  president.  “It 
was  originated  by  rank  and  file  members 
in  one  particular  bureau  and  it  has 
spread.” 
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Morrissey  said  it  caught  on  at  a  number 
of  AP  bureau’s  and  at  least  300  individual 
reporters  and  editors  participated.  He 
said  there  may  have  been  more,  but  300 
was  the  number  that  the  Wire  Service 
Guild  could  verify. 

UPl  tests  weekly 
news  service 

United  Press  International  gave  a  de¬ 
monstration  of  an  experimental  new  ser¬ 
vice  for  weekly  papers  at  the  January  9 
meeting  of  the  Virginia  State  Press  Asso¬ 
ciation. 

The  experiment  called  “NewsPak”  is  a 
special  collection  from  the  UPl  state 
news  wire  in  a  particular  state,  national 
features  and  topical  news  for  the  day  the 
report  is  retrieved.  UPl  marketing  direc¬ 
tor  Jim  Buckner  said,  “The  service  is 
being  operated  on  an  experimental  basis 
only  at  this  point,  but  if  a  market  for  it 
exists  we  plan  to  expand  into  other 
states.” 


The  Justice  Department  annnounced 
last  week  that  it  was  taking  disciplinary 
action  against  two  federal  prosecutors 
and  five  FBI  agents  for  prematurely  re¬ 
leasing  information  about  three  under¬ 
cover  investigations  of  public  corruption 
including  Abscam. 

Peter  Vaira  Jr. ,  U nited  States  Attorney 
in  Philadelphia,  and  Oliver  Revell,  an 
assistant  director  of  the  FBI  were  sent 
letters  of  censure.  Vaira,  according  to  a 
six-month,  $500,000  investigation  of  Jus¬ 
tice  Department  news  leaks,  called  a  Phi¬ 
ladelphia  Inquirer  reporter  last  February 
2  to  tell  her  that  the  New  York  Times  was 
publishing  a  news  article  about  Abscam. 
Vaira  spoke  to  that  reporter  four  more 
times  that  night  and  confirmed  informa¬ 
tion  that  she  had  obtained  from  other 
sources.  The  reporter,  although  not  iden¬ 
tified  by  the  Justice  Department,  is  be¬ 
lieved  to  be  Jan  Schaffer  of  the  Inquirer. 

Revell  admitted  that  he  exchanged  con¬ 
fidential  information  with  a  reporter  for 
Daily  Oklahoman  for  several  years  and  in 
one  of  those  conversations,  mentioned 
the  name  of  a  suspect  in  an  investigation 
focusing  on  the  bribery  of  public  officials 
John  Penrose,  first  assistant  United 
States  Attorney  in  Philadelphia,  the  Jus¬ 
tice  Department  internal  investigation 
found,  provided  details  about  Abscam  to 
both  the  Philadelphia  Inquirer  and  Phi¬ 
ladelphia  Bulletin.  He  was  also  sent  a 
letter  of  censure. 

Quentin  Frtel,  Jr.,  spokesman  for  the 
New  York  office  of  the  FBI,  according  to 
the  investigation,  was  the  source  of  a 
news  article  published  in  the  New  York 
Times  last  February  4.  That  article  re¬ 
ported  that  Howard  Criden,  a  target  of 
the  Abscam  investigation,  was  cooperat¬ 
ing  with  authorities.  Frtel  was  suspended 
without  pay  for  30  days,  placed  on  proba¬ 
tion  and  reassigned  to  other  duties. 

Robert  John  Barron,  a  supervisor  in  the 
Los  Angeles  office  of  the  FBI,  reportedly 
made  “extensive  disclosures”  about 
another  Justice  Department  investigation 
to  a  reporter  for  the  Los  Angeies  Times. 
Barron  was  censured  and  then  retired. 

Jack  Blair,  an  agent  in  the  FBI’s  San 
Diego  office,  was  said  to  have  admitted 
releasing  confidential  information  about 
another  Justice  Department  investigation 
to  the  San  Diego  Union.  He  was  removed 
from  his  supervisory  job  and  placed  on 
probation. 

Cluster  Hall  Jr.,  an  FBI  supervisor 
assigned  to  the  bureau’s  Las  Vegas  office 
reportedly  disclosed  information  about  a 
third  Justice  Department  investigation  to 
the  Wall  Street  journal.  He  was  removed 
from  his  supervisory  job  and  placed  on 
probation. 
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Ockerbloom  to  set  INAE  on 
marketing  oriented  course 


By  the  time  Richard  C.  Ockerbloom  officially  takes  the 
helm  of  the  International  Newspaper  Advertising  Executives 
at  the  close  of  its  annual  winter  meeting  in  Hollywood,  Flor¬ 
ida  this  week,  the  organization  will  likely  have  a  new  name, 
and  a  new  acronym. 

The  INAE  membership  is  expected  to  okay  a  proposal  to 
change  the  name  of  the  organization  to  the  International 
Newspaper  Advertising  and  Marketing  Executives  (IN- 
AME).  The  change  couldn’t  have  come  at  a  more  appropriate 
juncture. 

As  vicepresident/marketing  and  sales  for  the  Boston  Globe, 
Ockerbloom  is  a  strong  advocate  of  the  relatively  recent 
infusion  of  marketing  principles  into  the  newspaper  business. 

“The  job  of  advertising  managers,  be  they  ad  directors  or 
national  managers  or  retail  managers,  is  undergoing  immense 
change  —  they’re  more  concerned  with  demographics,  re¬ 
search,  formats,  and  competition.  Our  decision  to  suggest  the 
change  in  the  name  of  INAE  reflects  our  acknowledgement  of 
the  change  in  their  job  descriptions,”  he  explains. 

“Four  or  five  years  ago,  newspapers  began  to  pay  more 
attention  to  content,  formats,  and  the  way  the  newspaper  is 
delivered,”  he  explains.  “Around  that  time,  we  began  to  see 
the  emergence  of  the  marketing  function  in  the  newspaper 
business.” 

He  believes  the  days  of  advertising  directors  being  primari¬ 
ly  concerned  with  linage  and  circulation  directors  with  total 
numbers  are  gone.  “A  marketing  person,  or  a  marketing 
department,”  he  says,  “asks  more  questions.  For  instance, 
our  circulation  director  will  ask  where  the  advertising  depart¬ 
ment  needs  additional  circulation  penetration,  and  then  he’ll 
target  his  efforts.” 

He  continues,  “In  my  judgement,  newspapers  have  got  to 
be  delivering  more  of  what  the  reader  wants  and  less  of  what 
the  newspaper  wants.  I  think  for  many  years  we  tended  to 
determine  the  content  of  a  paper  based  on  what  editors  and 
senior  management  people  felt  was  right  —  and  I  think  in 
recent  years,  maybe  the  last  five  or  ten,  that  there  has  been 
much  more  attention  paid  to  what  we  feel  our  readers  need 
and  want.” 

At  the  Globe,  marketing  principles  are  applied  to  the  busi¬ 
ness  of  publishing  through  an  executive  committee,  which 
involves  advertising,  circulation,  business,  production  and 
editorial  managers.  According  to  Ockerbloom,  the  committee 
model  allows  for  a  “cross  pollinization  of  ideas  which  did  not 
exist  to  this  extent  in  past  years.  From  a  business  point  of 
view,  it  makes  so  much  more  sense.  1  think  the  business  has 
become  so  sophisticated  and  responsive  to  change  that  there 
is  a  definite  need  for  the  marketing  function  and  for  the  active 
participation  of  the  various  department  managers  in  the  deci¬ 
sion  making  process.” 

Ockerbloom  has  been  with  the  Globe  throughout  his 
career.  He  began  working  there  part-time  in  1948  as  a  student 
in  Northeastern  University’s  cooperative  work/study  prog¬ 
ram.  He  spent  four  years  performing  primarily  clerical  func¬ 
tions  as  he  paid  his  way  through  school.  When  he  graduated 
with  a  B.S.  in  business  administration  in  1952,  he  joined  the 
army  and  served  for  two  years  in  its  public  information  divi¬ 
sion  based  in  Heidelberg,  Germany. 

In  1954,  he  re-joined  the  Globe  and  became  a  sales  repre¬ 
sentative  in  the  newspaper’s  travel  department.  He  later 
moved  on  to  the  automotive  department  and  eventually 
headed  up  the  paper’s  special  advertising  sections  division. 
He  was  appointed  assistant  national  advertising  manager  in 
1970,  assistant  advertising  director  in  1972  and  he  became 
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advertising  director  in  January,  1973  upon  the  retirement  of 
George  McManus. 

In  a  business  in  which  personnel  turnover  is  common, 
Ockerbloom  is  an  exception.  “I  have  never  come  to  my  job 
any  day  that  I  haven’t  enjoyed  coming —  I  never  do  the  same 
thing  two  days  in  a  row,”  he  says. 

He  holds  a  certain  affection  for  both  his  newspaper  and  the 
city  it  serves.  “1  made  a  decision  long  ago  that  1  wanted  to 
stay  in  the  Boston  area.  1  like  the  educational  complex  and  the 
opportunities  it  offers  for  my  family  (he’s  married  and  has  six 
children).  It’s  a  great  place  to  live  in  terms  of  recreation,  you 
can  be  down  in  the  cape  (Cape  Cod)  in  an  hour,  you  can  be  on 
the  ski  slopes  in  an  hour  and  fifteen  minutes,  there  are 
beaches  right  on  the  outskirts  of  Boston,  and  the  city  offers 
numerous  cultural  advantages.” 

As  INAE  president,  Ockerbloom  hopes  to  see  the  culmina¬ 
tion  of  the  industry’s  efforts  to  make  national  advertising 
buying  easier  on  advertising  agencies  through  Newsplan,  the 
Standard  Advertising  Unit  system,  standardized  research  and 
the  eventual  satellite  transmission  of  advertising  mecha¬ 
nicals. 

He  also  has  a  deeply  rooted  committment  to  advertising 
professionalism  in  the  newspaper  industry. 

Echoing  the  sentiments  expressed  by  his  publisher,  Wil¬ 
liam  O.  Taylor,  at  last  year’s  INAE  summer  meeting,  Ockerb¬ 
loom  says,  “I  would  hope  that  within  the  industry,  the  adver¬ 
tising  professional  is  looked  upon  just  as  highly  as  the  Nieman 
fellow  is  in  editorial.  We’re  hopeful  here  at  the  Globe  that  in 
the  not-so-distant  future  there  will  be  Nieman  fellowships  for 
advertising  people,  because  their  professionalism  is  growing 
every  day.” 
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Landon  forms  division 
to  sell  co-op  ads 


Landon  Associates,  Inc.,  newspaper 
sales  and  marketing  organization,  dis¬ 
closed  it  has  developed  a  co-op  advertis¬ 
ing  national  sales  force. 

Frank  Moss  was  named  Landon’s  Co¬ 
op  Specialist  to  manage  the  development 
of  the  new  co-op  advertising  division.  He 
will  work  out  of  Landon’s  Southern  Re¬ 
gion  office  in  Atlanta. 

A  pilot  program  was  established  in 
North  Carolina  where  participating  news¬ 
papers  include:  Charlotte  Observer- 
News,  Raleigh  News  &  Observer, 
Durham  Herald-Sun,  Gastonia  Gazette, 
Concord  Tribune,  Kannapolis  Daily  In¬ 
dependent,  Statesville  Record  &  Land¬ 
mark,  Hendersonville  Times-News,  Lex¬ 
ington  Dispatch,  Burlington  Times- 
News,  High  Point  Enterprise,  Fayette¬ 
ville  Observer-Times,  Henderson  Daily 
Dispatch,  Lenoir  News-Topic,  Shelby 
Daily  Star  and  Monroe  Enquirer-Journal. 

The  plan  calls  for  developing  more 
North  Carolina  newspapers  and  the 
Southern  Region  first.  From  that  point, 
the  program  will  be  offered  to  newspap¬ 
ers,  region  by  region,  until  national 
coverage  is  accomplished  some  time  in 
the  fourth  quarter  of  next  year. 

Owen  E.  Landon,  Jr.,  president  of 
Landon  Associates,  Inc.,  which  repre¬ 
sents  newspapers  with  a  total  of  more 
than  8  million  daily  circulation,  said  the 
plan  will  make  it  possible  for  newspapers 
to  have  a  “national  sales  force  that  can 
effectively  pull  together  the  interests  of 
manufacturers,  retailers  and  newspapers 
through  a  full  service  sales,  training,  com¬ 
munications  and  coordinating  agency.” 

The  new  division  offers  a  four  element 
national  co-op  program  for  newspaper, 
that  covers:  1.  sales,  2.  education, 
3.  development,  and  4.  coordination. 

The  organization  will  serve  as  a  central 
sales  force,  coordinating  the  sales  and 
service  activities  of  newspapers,  retailers 
and  manfacturers. 

One  of  the  first  newspapers  to  sign  a 
co-op  contract  was  the  Henderson  Dis¬ 
patch.  Dennis  Tharrington,  national 
advertising  manager,  said:  “Landon’s 
co-op  program  is  long  overdue.  It’s  some¬ 
thing  the  newspaper  industry  really 
needs.  Some  day  it  may  be  as  big  as  clas¬ 
sified.  Since  we  appointed  our  own  co-op 
specialist,  under  Frank  Moss’s  direction, 
we  have  added  $100,000  co-op 
dollars.  .  .  increased  revenues  that  we 
would  not  have  otherwise  gotten  over  the 
past  seven  months.  And,  we  believe 
there’s  plenty  more  to  get.” 

Rodney  Keeney,  vicepresident  of 
Landon’s  Retail  Sales  Division,  said: 
“Part  of  the  success  of  co-op  is  educa- 
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tion.  As  part  of  the  division’s  services, 
Landon  will  sponsor  two  annual  work¬ 
shop/seminars  for  all  participating  news¬ 
papers  in  each  region. 

A  brochure,  “How  You  Can  CAP¬ 
TURE  CO-OP  $$$”  is  available  by  writ¬ 
ing  to:  Rod  Keeney,  Landon  Associates, 
Inc.,  750  Third  Avenue,  New  York,  NY 
I00I7. 

KRN  extends 
Viewtron  test 

Viewdata  Corporation  of  America,  a 
subsidiary  of  Knight-Ridder  Newspap¬ 
ers,  has  extended  its  consumer  test  of 
Viewtron,  an  interactive  videotext  sys¬ 
tem,  until  the  end  of  September,  1981. 

The  Viewtron  test,  involving  about  180 
families  in  Coral  Gables,  Florida,  was 
scheduled  to  end  January  27.  The  exten¬ 
sion  will  begin  February  15. 

In  the  first  trial,  the  Viewtron  test  was 
rotated  among  groups  of  30  households, 
with  each  group  being  tested  for  a  period 
of  one  month.  For  the  upcoming  trial,  28 
households  at  a  time  will  participate  in  the 
Viewtron  test  for  two  and  one  half 
months.  Less  families  overall  will  be  in¬ 
volved  in  this  test  than  in  the  one  which  is 
concluding. 

“We  plan  to  try  some  variables  we 
were  not  able  to  test  in  the  first  six 
months,”  stated  Mort  Goltistrom,  adver¬ 
tising  and  marketing  director  of  Viewdata 
Corp. 

Viewdata  “is  not  talking  about”  the 
results  of  the  first  six  months  of  Viewtron 
testing,  Goldstrom  said.  He  added,  “If  it 
were  a  total  disaster,  we  wouldn’t  be  test¬ 
ing  it  again.” 

Goldstrom  remarked  the  new  phase  of 
Viewtron  testing  will  give  ‘  ‘a  better  feel  of 
whether  or  not  people  get  bored  with  it.” 

The  new  test  will  also  involve  slightly 
different  hardware,  Goldstrom  noted.  In¬ 
stead  of  supplying  test  families  with  spe¬ 
cially  modified  tv  equipment.  Viewdata 
Corp.  will  give  them  adapters  for  the  sets 
they  already  own.  The  adapters  will  en¬ 
able  the  home  tv  sets  to  be  hooked  up  to 
ordinary  telephone  lines  to  Viewtron’s 
data  base. 

If  the  adapters  prove  successful,  Gold¬ 
strom  explained,  they  will  eliminate  the 
need  for  future  Viewtron  users  to  have  to 
buy  new  tv  sets  in  order  to  get  the  service. 

Knight-Ridder  Newspapers  has  in¬ 
vested  $1.7  million  so  far  in  its  Viewtron 
test.  The  experiment  is  being  conducted 
in  a  joint  venture  with  Southern  Bell,  an 
American  Telephone  &  Telegraph  sub¬ 
sidiary. 


Will  the  real 
dairy  product  please 
stand  up? 


This  seal 
is  your  assurance  of 
a  real  dairy  food. 

amerlcan  dairy  association* 

TWO-COLORS — American  Dairy 
Association  created  this  2-color,  1,000- 
line  newspaper  advertisement  for  local 
placement  by  "REAL"  Seal  agents  as  part 
of  a  consumer  awareness  campaign  be¬ 
gun  this  month. 


2-color  ads  sell 
milk  carton  seal 


A  cartoon-like  illustration  of  two  dairy 
product  cartons  tops  a  2-color  newspaper 
ad. 

The  written  portion  of  the  ad  asks 
“Will  the  real  dairy  product  please  stand 
up?”  and  tells  consumers  how  the  Seal 
helps  them  distinguish  the  real  from  the 
fake  at  the  dairy  case. 

Real  Seal  agents  will  run  the  advertise¬ 
ments  in  television  program  listing  sec¬ 
tions  of  newspapers.  The  small  teasers, 
each  different,  are  to  appear  in  the  Sun¬ 
day,  Monday  and  Tuesday  pages  of  the 
program  listing  pages  enticing  readers  to 
look  in  the  Wednesday  listing.  There,  the 
larger  ad  will  show  the  Seal  and  explain 
that  it  is  “your  assurance  of  a  real  dairy 
food.” 

For  certified  “REAL”  Seal  users 
(commerical  and  cooperative  dairy  pro¬ 
cessors),  ADA  has  developed  a  “Promo¬ 
tion  Idea  Starter”  kit  containing  two  600- 
line  black  and  white  newspaper  ads  with 
space  for  the  dairy’s  imprint,  “REAL” 
Seal  clip  art  and  a  milk  carton  side  panel 
design  that  explains  the  Seal. 

National  “REAL”  Seal  awareness 
advertising  will  begin  in  July.  ADA  will 
run  a  one-page,  magazine-size  version  of 
the  2-color  newspaper  ad  in  Bon  Appetit, 
Cuisine,  Good  Housekeeping,  People 
and  TV  Guide. 
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FLOAT — Los  Angeles  Times  began  its  1981  celebration  by  sponsoring  a 
special  1 1-unit  float  in  the  New  Year's  Day  Tournament  of  Roses  parade  in 
Pasadena,  Calif.  Two  hundred  twenty-seven  feet  in  length,  the  Times  entry 
was  the  longest  continuous  float  in  the  Rose  Parade's  history.  The  theme  of  the 
float  was  "Headlines  in  Flowers."  The  float  (in  effect,  1 1  minifloats  linked 
together  like  a  train)  chronicled  in  floral  sculptures  and  period  costumes 
historic  phases  in  the  development  of  The  Tournament  of  Roses.  "Headlines" 
began  with  the  birth  of  the  Times  in  1881;  then  depicted  Rose  Parades  and 
Rose  Bowl  events  in  1 0-year  intervols  on  subsequent  units.  The  Times  will  be 
commemorating  its  100th  year  of  publication  with  special  events  throughout 
1981 .  The  celebration  will  culminate  on  December  4,  which  is  the  publication 
date  of  its  first  issue  in  1881. 


Libel  reversal 
won  by  Cox  daily 
in  hopital  expose 

The  Georgia  Supreme  Court  ruled 
(January  15)  that  a  trial  court  should  have 
dismissed  a  libel  suit  seeking  $500,000  in 
damages  which  had  been  brought  by  a 
county  hospital  authority  against  Cox  En¬ 
terprises,  Inc.  as  a  result  of  an  article  in 
the  Atlanta  Journal. 

The  state’s  high  court,  in  a  6-0  decision, 
held  that  the  Carroll  City/County  Hospit¬ 
al  Authority  is  a  “governmental  entity” 
which  cannot  sue  for  libel  under  the  free¬ 
dom  of  speech  and  press  provisions  of  the 
First  Amendment. 

The  decision  noted  that  no  individuals 
had  joined  the  hospital  authority  as  plain¬ 
tiffs  in  the  suit. 

The  litigation  arose  from  an  article 
appearing  in  the  April  29, 1976  issue  of  the 
Journal.  The  article  was  critical  of  the 
management  of  Tanner  Memorial  Hospit¬ 
al  which  is  operated  by  the  authority. 

The  Supreme  Court’s  decision  re¬ 
versed  the  trial  court  which  had  refused 
to  dismiss  the  suit  on  a  motion  brought  by 
Cox  Enterprises. 

It  was  the  second  time  litigation  had 
reached  the  State  Supreme  Court.  On 
May  30,  1979,  the  court  held  that  a  suit 
based  on  an  alleged  newspaper  libel  can 
be  prosecuted  in  any  county  where  the 
newspaper  is  circulated  provided  that  the 
newspaper  is  published  by  a  corporation 
and  maintains  an  office  and  transacts 
business  in  that  county. 

But  the  court  also  held  in  the  1979  deci¬ 
sion  that  a  plaintiff  can  prosecute  one  suit 
based  on  a  single  newspaper  article  re¬ 
gardless  of  the  number  of  copies  of  the 
newspaper  that  are  printed  and  circu¬ 
lated. 

The  article  that  the  hospital  authority 
sued  over  was  headlined  “Tanner  Hos¬ 
pital  in  Trouble,  Critics  Say.”  It  con¬ 
tained  charges  that  mismanagement  of 
the  hospital  had  resulted  in  economic  dif¬ 
ficulties  and  in  serious  deficiencies  in  the 
provision  of  health  care  for  patients.  The 
article  listed  among  those  deficiencies: 
insufficient  number  of  nurses,  inopera¬ 
tive  equipment,  wasteful  expenditures, 
financial  deficits  and  needs  for  tax  in¬ 
creases.  In  addition,  the  article  contained 
phrases  such  as  “fear  for  the  (patients’) 
safety,”  “doctors  are  losing  faith,”  and 
“earmarks  of  (financial)  disaster.” 

The  hospital  authority  filed  its  suit  in 
March,  1977,  alleging  that  the  article  was 
“false  and  malicious  defamation”  and 
that  it  was  published  “willfully  and  mali¬ 
ciously  and  without  regard  to  the  true 
facts.”  The  suit  stated  that  the  newspaper 
had  refused  to  retract  the  article.” 

The  authority  sought  general  damages 
of  $250,000  and  punitive  damages  of 
$250,000. 
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In  reversing  the  trial  court’s  refusal  to 
dismiss  the  suit,  the  Georgia  Supreme 
Court  said  it  found  no  case  allowing  a 
government  to  recover  for  libel. 

The  hospital  authority  argued  that  it  is  a 
“quasi-private”  hospital  and  a  “quasi- 
governmental  entity,”  not  purely  a  gov¬ 
ernmental  entity,  and  that  as  such  it  could 
sue  for  libel. 

The  Georgia  Supreme  Court  denied 
this  argument  by  citing  two  previous  U.S. 
Supreme  Court  rulings — New  York  Times 
V.  Sullivan  and  Rosenblatt  i’.  Baer. 

Quoting  the  landmark  New  York 
Times  v.  Sullivan  decision  of  1964,  the 
court  pointed  out  that  “for  good  reason, 
‘no  court  of  last  resort  in  this  country  has 
ever  held,  or  even  suggested,  that  pro¬ 
secutions  for  libel  on  government  have 
any  place  in  the  American  system  of  juris¬ 
prudence.’” 

It  added  that  “open  discussion  of  gov¬ 
ernmental  practices  and  policies  requires 
that  untrammeled  criticism  of  govern¬ 
ment  be  protected;  if  critics  of  govern¬ 
ment,  be  they  citizens  or  press,  speak 
only  at  the  risk  of  being  prosecuted  for 
libel  or  slander,  few  will  criticize  govern¬ 
ment  at  all.” 

The  Georgia  Supreme  Court  decision 
noted  that  the  Carroll  City/County  Hos¬ 
pital  Authority  was  created  pursuant  to 
the  state’s  Hospital  Authorities  Act  of 
1941  and  is  now  governed  by  the  Georgia 
Health  Code  of  1964  that  provides  that 
the  authority  is  “a  public  body  corporate 
and  politic”  with  a  board  to  be  appointed 
or  nominated  “by  the  governing  body  (  f 
the  county  or  municipal  corporation  of 
the  area  of  operation.” 

It  also  noted  that  the  authority  is 
“deemed  to  exercise  public  and  essential 
governmental  functions.” 


“We  have  reviewed  the  nature  of  the 
authority  and  determined  it  is  a  ‘gov¬ 
ernmental  entity’”  the  decision  said. 
“We  have  found  that  a  governmental  en¬ 
tity  is  absolutely  barred  from  prosecuting 
a  cause  of  action  for  libel — regardless  of 
whether  the  libel  was  against  the  gov¬ 
ernmental  entity  in  its  governmental  or  its 
proprietary  function. 

“We  conclude  that  although  a  hospital 
authority’s  purposes  may  be  impaired  or 
defeated  by  unjust  criticism  and  although 
the  two  U.S.  Supreme  Court  decisions  in 
this  area  involved  entities  that  were  more 
clearly  part  and  parcel  of  a  county  or  a 
city,  their  teaching  and  that  of  their  prog¬ 
eny  is  that  to  allow  the  authority  to  pursue 
this  litigation  would  contravene  the  First 
Amendment  to  the  Constitution  of  the 
United  States.” 


Braille  edition 

The  French-language  weekly  newspap¬ 
er  in  Hull,  Quebec,  Canada,  Le  Regional, 
has  been  translating  editions  since  Octo¬ 
ber  8  into  Braille.  Distribution  to  the  blind 
in  the  area  is  without  charge. 

Le  Regional  generally  runs  32  to  36 
pages  a  week  and  produces  an  1 1  inch- 
square  Braille  edition,  which  is  printed  on 
5()-pound  cover  stock  and  carries  its  own 
advertising. 

Roland  Galarneau,  president  and 
general  director  of  services  Converto- 
Braille,  created  the  special  edition  and  is 
working  with  an  electronics  engineer  to 
design  a  computer-controlled  Braille 
press  to  produce  2,000  pages  per  hour. 

Galarneau  has  been  blind  since  birth. 
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At  NRMA  meeting 


Retailers  express  concern 
over  long-term  outlook 


When  David  Huskey,  vicepresident/sales  promotion  for 
Joske’s  in  Houston,  opened  the  Newspaper  Advertising 
Bureau’s  new  home  furnishings  presentation  during  the 
National  Retail  Merchants’  Association  annual  convention  in 
New  York  this  month,  he  warned  retailers,  “There  are  some 
customers  shopping  in  your  store  right  now  who  may  be 
shopping  there  for  the  last  time.” 

His  point  was  that  many  retailers  are  likely  to  fail  in  coming 
years.  And  the  statistics  seem  to  support  his  notion. 

Larry  Garter,  national  director/retail  consulting  for  Touche 
Ross  &  Co.,  reported  that  he  and  his  collegues  sense  “a 
growing  erosion  of  the  (retail)  industry’s  financial  strength.” 
He  revealed  the  results  of  a  recently  conducted  survey  of  17 
major  retail  companies  representing  $63  billion  in  sales  and 
$2.7  billion  in  pretax  profits. 

Said  Garter,  “Although  sales,  in  current  dollars,  increased 
over  the  five  years  from  1975  to  1979,  profits  have  been 
lagging  behind  this  growth.  Retail  sales  increased  50%  over 
the  past  five  years,  from  $42  billion  to  $63  billion.  The  five- 
(Contitmed  on  page  15) 


1981  NoRMA  Award  Winners 


irshall  Field’s,  Chicago,  “Irish  Ways” 
■Woodward  Stores  (Vancouver)  Ltd,  Van¬ 
couver,  B.C,  Western  theme 
itions — Neiman-Marcus,  Dallas 

Star  Market  Co,  Cambridge,  Mass. 
Faneuil  Hall  Marketplace,  Boston 
Dayton’s,  Minneapolis,  Minn. 
Hutzler’s,  Baltimore 


CARSON  PIRIE  SCOTT  &  Co.  won  second  prize  in  the 
institutional  category  in  the  NAB's  1981  NoRAAA  awards 
competition  for  this  long  copy  ad  entitled  "China." 


$25-$50  Million  Category 

First  Prize — Robinson’s  of  Florida,  St.  Petersburg,  Florida 
Second  Prize — Harzfeld’s,  Kansas  City,  Missouri 
Honorabie  Mentions— Mayor’s  Jewelers,  Inc,  Coral 
Gables,  Florida 
Dillard’s,  San  Antonio,  Texas 


$5-$25  Million  Category 
First  Prize — Town  Shoes,  Toronto,  Canada 
Second  Prize — Joseph  A.  Bank,  Baltimore 
Honorable  Mentions — Silver’s,  Highland  Park,  Michigan 
Juster’s,  Minneapolis,  Minnesota 


WCX)DWARD  STORES  LTD.,  of  Vancouver,  capitalized 
on  the  current  western  wear  craze  to  create  this  ad,  which 
took  second  place  honors  in  the  over  $50  million  category  of 
the  NoRAAA  competition. 


Under  $5  Million  Category 

First  Prize — Graphiks,  Boston,  Mass. 

Second  Prize — Christen  b.,  St.  Louis 


Institutional  Category 

First  Prize — H.  C.  Prange  Co.,  Green  Bay,  Wisconsin, 
"Oshkosh” 

Second  Prize — Carson  Pirie  Scott  &  Co,  Chicago, 
"China” 

Honorable  Mentions — Shop  ’N’  Save  Supermarkets,  Port¬ 
land,  Maine 

The  Galleria,  Ft.  Lauderdale 
May  Company,  Los  Angeles 
Eagle  Discount  Supermarkets, 
Milan,  Illinois 

Neiman-Marcus,  Dallas,  Texas 
McClurkan’s,  Wichita  Falls,  Texas 


.\ll  pri-ppi-d  out. 


THE  PREPPIE  LOOK  was  featured  in  this  ad  for  Christen  b. 
of  St.  Louis,  which  won  a  second  place  award  in  the  NoRAAA 
awards  under  $5  million  category. 
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NRMA 

(Continued  from  page  14) 


year  growth  in  pretax  profits  was  only 
13%  for  this  period,  from  $2.4  billion  to 
$2.7  billion.  One  of  the  underlying  factors 
causing  profits  to  lag  behind  sales  growth 
seems  to  have  been  overhead  and  selling 
expenses,  which  climbed  57%  in  this 
period.” 

Garter’s  conclusion:  “The  retail  indus¬ 
try  is  in  for  a  long  test  of  fortitude  and 
resources  —  the  success  model  has 
changed  —  real  sales  growth  has  dissi¬ 
pated.  In  most  areas  of  the  country,  one 
company’s  sales  gain  will  be  another’s 
loss.  Retailers  must  concentrate  on  pro¬ 
fitability  and  liquidity — they  must  under¬ 
stand  the  impact  of  inflation  and  not  give 
it  lip  service,”  he  said. 

Stanley  J.  Winkelman,  chairman  and 
chief  executive  officer  of  the  Winkelman 
Stores  Inc.,  Detroit,  pointed  to  four  ma¬ 
jor  obstacles  to  retail  growth  in  the  com¬ 
ing  decade:  high  executive  turnover;  a 
decline  in  the  public’s  perception  of  the 
ethical  standards  of  business;  the  rela¬ 
tionship  of  retailing  to  the  consumer 
movement;  and  inflation. 

Said  Winkelman,  “The  days  of  re¬ 
latively  easy  expansion  with  new  units 
and  total  sales.  .  .  are  gone.” 

He  said  later,  “The  shopping  center, 
which  developed  as  an  exciting  new  con¬ 
cept  over  the  last  25  years  and  which  has 
proliferated  so  rapidly  along  with  sub¬ 
urban  growth,  has  become  bogged  down 
in  our  failure  to  provide  individuality  and 
character  to  our  stores  and  our 
merchandise.  .  .  Theoretically,  the 
shopping  center  concept  was  based  on 
attracting  department  stores  to  the  center 
and  then  creating  in  the  leased  area  the 
rough  equivalent  of  another  department 
store,  at  a  substantially  higher  occupancy 
figure.  The  theory  was  that  the  depart¬ 
ment  stores  were  essential  to  draw  the 
traffic,  based  on  their  substantial  prom¬ 
otional  programs,  the  size  of  the  store, 
and  the  commitment  to  merchandise.” 

“All  of  a  sudden,”  he  continued,  “we 
find  that  some  department  stores  are  cut¬ 
ting  back  substantially  in  their  advertising 
and  those  of  us  in  the  centers  paying  the 
higher  rents  must  turn  to  the  shopping 
center  developers  and  operators  to  gener¬ 
ate  the  traffic  to  which  they  are  commit¬ 
ted — not  only  the  smaller  retailers  but  the 
landlords  themselves  are  being  hurt.” 

NAB  presents  new  study 

Besides  presenting  its  annual  NoRMA 
awards  breakfast  and  retail  executives 
dinner,  the  Newspaper  Advertising 
Bureau  took  the  wraps  off  a  new  show 
which  highlights  the  future  of  the  home 
furnishings  component  of  retail. 

E.  Lawrence  Goodman,  vicepresident/ 
department  store  sales,  and  Alfred  Eisen- 
preis,  vicepresident/retail  marketing,  told 
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retailers  the  1980s  will  offer  great  new 
opportunities  for  profitable  sales  in 
home-related  merchandise  lines  as  a  re¬ 
sult  of  lifestyle  and  population  changes 
and  consumer  response  to  the  pressures 
of  inflation,  high  energey  costs  and  the 
electronic  revolution.  Their  presentation 
pointed  out  that  this  new  focal  point  for 
marketing  opportunities  represents  a  ma¬ 
jor  change  for  retailers,  many  of  whom 
have  reduced  their  emphasis  on  home 
goods  marketing  in  recent  years. 

The  bureau  presentation,  entitled, 
“The  American  Home/A  New  Way  of 
Life,”  further  noted  soaring  prices  have 
not  diminished  the  desire  for  home  own¬ 
ership  not  have  the  emotional  values  of 
the  home  decreased  with  the  emergence 
of  women  into  fuller  participation  in  the 


workplace.  Recent  bureau  statistics 
found  that  today’s  young  married  women 
(ages  18  to  29)  consider  that  the  home 
plays  as  big  —  or  even  bigger  —  part  in 
their  lives  as  it  had  for  their  mothers. 
Some  90%  of  the  women  surveyed  held 
that  opinion.  Seven  years  ago,  a  similar 
survey  reported  that  88%  held  that 
opinion. 

The  home  is  so  strong  a  dream  and  goal 
for  most  people  that  they  are  willing  to 
sacrifice  other  things  in  its  behalf.  In  the 
1970s,  about  29%  of  total  consumer  ex¬ 
penditures  went  for  housing  and  house¬ 
hold  operation.  Today,  that  figure  is  3 1%, 
and  by  1985,  the  bureau  believes  it  may 
approach  33%. 

The  NAB  believes  the  high  cost  of 
(Continued  on  page  25) 


tngb  spiRited  splendow 
seen  Cbnough  tbe  ea^es 
of  Paul  Costelloe 


iRfsb  aoays 

noua  CbROCjgb  Septemben  27 


Marshall  Field's,  Chicago,  won  first  prize  in  the  over  $50  million 
NoRMA  category  with  this  od  which  used  dominant  art  to  communicate  the 
look  and  texture  of  Irish  woolens. 
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Graphiks  of  Massachusetts  took 
first  place  in  the  NoRMA  "under  $5 
million"  category  with  this  ad,  which 
featured  spot  color  blowups  of  artists' 
signitures  as  illustrations  in  ads  prom¬ 
oting  original  prints. 

Town  shoes  communicated  the 
fashion  appeal  and  quality  of  its 
offerings  in  a  series  of  ads  headlined, 
"The  Talk  of  the  Town."  Each  ad  fea¬ 
tured  just  one  style  and  supporting 
copy  detailed  fashion  and  quality  fea¬ 
tures.  The  winning  ad  in  the  $5  to  $25 
million  category  appears  below. 

Harzfeld's  of  Kansas  City,  Mo.  was 
runner  up  in  the  $25  to  $50  million 
category  promoting  the  quality  and 
variety  of  its  sweaters. 


For  people  who  can  see 
the  handwriting  on  the  wall 


Wre  Graphiks  and  we  have  a  little  different  approach  to  the  display  and  sale  of  art. 
let  you  move  our  prints  around.  Put  them  side  hy  side  so  you  can  decide  exactly  which 
print  is  right  for  you.  It’s  a  relaxed,  refreshing  change  from  the  “hands  off”  policy  you  get 
at  other  galleries. 

And  we  have  ktts  of  different  artists  and  techniques  to  choose  from.  May  well  have  the 
widest  seleCTion  of  limited  editkin,  original  prints  in  New  England.  Classics  by  the  famous. 
Vtork  by  little  known  artists  who  are  creating  tomorrow’s  clas.sics  right  now.  All  at  the 
ktwest  price  in  town.  'Xfe  guarantee  it. 

Drop  in  soon.  You’ll  like  the  handwriting  on  our  walls. 

Graphiks.  The  origiml  (mnt  goUcty. 

SAVE  25%  NOW  THRU  NOV.  2 1  ON  I 


Andrew  McNeke.  Subtle  and  sexy  for  day — 
and  well  into  the  night.  The  sensuous  glow  of 
kidskin  with  unexpected  detail  and  new  lower 
heel.  Available  in  burgundy,  grape  and  black. 


graphiks 


HjocuiI  Hall  Mdrktrtpbc'e  South  Market  BuikimK  I 
1)08  Rurliih0on  MaE 'BurlinKR^  MA  0180)  (6l7 
SUH.A  GKAPHR  S  ’McrcannW  Wfuif  fVay  1 4. 


Chk  hosiery  by  CanCan*  4.00  a  pair 


you  am  how  a 
vneck  cabk^ 


if  you  ivtmt 


I 


NAM^' 


<mK  ^TKAF  <AT.  frm 
OF  ^ASiFlBLPr  FAMOt^^ 
imn^kTBP  €om< 
^miP  pAV'ff . 


fTs^tr  <mf^BMTLr 
APPeAKlIM^  IK 
^00  NtWFArBRifo 


^USxIB<T  QF 

<ALLEO  OAPFietOATLAROE. 
SOOK  HA^  MORB 

THAN  400^000  «yFiFS. 
ON  KEW  YORK  TIME^ 


m^r^BUBK  U^T  FOR 
MONTH  $ .  <  PERSONAL  ' 
AUTOORAPH5  7: 
mNUABUB>o 


OF  MEAT  i'lgl 

<AtEKI>AR  THkn  AtREAOP 
^OLP  more  than 
^^s,ooo. 


And  GARFIELD  got  the  most  votes  in  reader  surveys  at: 

THE  BOSTON  GLOBE  •  THE  ALBUQUERQUE  TRIBUNE 
KALAMAZOO  GAZETTE  •  ST.  PAUL  DISPATCH 

For  rates  and  availability  of  the  #1  comic  strip  cat  in  America  call  collect  (212)  557-2833. 


UNITED  FEATURE  SYNDICATE  200  Park  Avenue,  New  York,  N.Y.  10166 


The  H.C.  Prange  Co.  of  Green  Boy, 
Wisconsin  took  first  prize  in  the  NoRAAA 
institutional  category  with  a  double  truck 
ad  (top  left)  introducing  a  new  depart¬ 
ment,  the  Oshkosh  B'gosh  Shop. 

Robinson's  of  Florida  took  first  place  in 
the  $25  to  $50  million  category  with  an 
ad  (below)  which  featured  Washington's 
Birthday  bargains,  only,  in  a  bow  to 
feminism,  Washington  was  referred  to  as 
"Martha's  Husband." 

Joseph  A.  Bank  Clothiers  of  Baltimore 
was  runner  up  in  the  $5  to  $25  million 
category  with  an  ad  (bottom  left)  which 
announced  proudly  its  entry  into  women's 
fashions. 


rS.A.Bank 

announces  the  end  of  the 
double  standard. 


.  tfH‘ laik>rt.‘d 


,v  lUnk  Our  customers  are 
WivviiiM  our  best  advertisinK. 


I'ciuliioriK  arlniii 
i'kitliinK'tfirtitn), 

Thai'M-hatiKttl  r 


VOtl  MAY  TMPSK  A  WASHINGTON  S  f«?THDAY  SAJjE  IS  FDR  GF.OROC. 
HUT  9NCf  S  T>«  ONF  WHCJS  HAD  TO  SHOP  FOR  ttRTfOAV  G»TS  FOR  THF.  IASI  ^22  YtARS, 

WtRTKAVnCjASAiJ  FORHFR  YOCHl  UKf.fT  TOO  BfCAtBEITSKftJL OF  VAlJe.S.FUi  OF  SAVINGS 
SO  MAKF.  HKIORV  TOOAY-OR  JUST  MAKF  F.NOS  .MfrT*  (T)Mf  TO  ROWNSON  S  FDR 


TtK*>  limt  iwr  labrK'  dioKf. 

At>  lins  aitd  workniaitship  To  bt- 
ihi*  t'qualol  far  iiKtrc  fxpt*nsivf 
labt'U.  Judxt'  for  vour-^lf.  Our 
owiS^fiTi^tsuilsof  I'KI't  pure 
India  silk  would  be  SUiKielse- 
wJiea-.  (XirSUGWazeris 

.And  soon  for  other 
Ms.  Bank  apparel.  There  is  a 
minima!  charge'  for  alterations. 

V\e  also  t  arry  shirfdresses. 
shirts,  slacks,  skirls  aivl  a  re- 
IreshiJiK  selwlion  of  leisure 
wear.  a)l  at  similar  saviiij'>. 


IntniducinKMs.  Bank: 
Man-tailored. 
Kank-priced. 


Classic  desinns  lor  the  >ears, 
not  hist  for  a  M'astHi.  With  fat 
rics  and  construction  tlial  are 
equalh  enduniiK.  Yours  in 
man-iailori'd  suits.  Mazers  at 
other  apparel  as  comPiriaMe 
during  office  hours  as  after,  T 
j^ced  losave  \ou  —  ofti 
more  than  vou’d  save  in  spc-o 
sales  at  ciHiveniKnial  »tor<-s 


If  youVe  comfortable 
with  yourself  you'll 
be  comfortable  here. 


ftag  I9a>23n0  ' 


In-season  savinf^s 
are  simple  w  hen 
you  know  how. 


Jos.  A.  liank  is  lor  people  who 
do  rxk  need  ptesUse  names  and 
matchmx  pn<  es  to  tell  them 
whothec  are.  Our ckKlimg is 
designed,  crafted  aixl  pre 
seined  III  you  bv  people  unsur- 
[Ms-sed  in  ifwii  undcTstauding 
of  taikired  ckahuiK  aiKf  *he 
woman  wh<<  prefers  it.  TTiey 
can  help  build  a  wardrobi- 
of  auiheiUKity.  kimhI  taste  and 
uiH(»nipromism«  mieKrity. 


We  desijfn  and  manufacture  'wt 
own  ckahmyi  .All  the  cutlinn. 
matchiUK.  tlitching.  hand- 
pressinK  and  fitting;  (|ualttK  s 
of  fine  tailynnK  stay  iti.  The 
economy  is  m  the  n-tailnifj.  \\» 
sell  throuKh  our  own  stores  anri 
catalog.  The  result,  wefte- 
lim*.  IS  that  we  crffer  the  verv 


rS.A.Bank 

Clothiers 
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Research  battle  in  Chicago 


Chicago  Tribune  rebukes 
Three  Sigma  study 


The  Chicago  Tribune  has  touched  off  a 
wave  of  anxiety  in  the  newspaper  re¬ 
search  community  by  dropping  the  infant 
Three  Sigma  syndicated  market  research 
study  and  sharply  criticizing  its  findings 
in  the  Chicago  market. 

In  a  letter  addressed  to  W.R.  “Bill” 
Simmons,  Three  Sigma  president,  John 
Timberlake,  research  manager  for  the 
Tribune,  reported  that  the  newspaper  has 
“serious  questions”  about  the  “basic 
validity”  of  the  information  contained  in 
the  Chicago  portion  of  the  study. 

“Since  we  received  the  revised  tabula¬ 
tions  for  the  Chicago  portion  of  the  Three 
Sigma  study  on  December  1 1 ,  we  have 
subjected  the  figures  to  a  rigorous  analy¬ 
sis.  This  analysis  has  included  both  a  re¬ 
view  of  the  soundness  of  the  sample  as 
well  as  a  comparison  of  data  developed 


from  other  sources.  Based  on  this  thor¬ 
ough  review,  we  continue  to  have  serious 
questions  about  the  basic  validity  of  the 
information  included  in  the  Chicago  por¬ 
tion  of  the  Three  Sigma  study.  At  this 
time,  we  are  instructing  our  sales  and 
marketing  personnel  to  make  no  further 
use  of  the  figures  for  either  sales  or  prom¬ 
otional  use,”  wrote  Timberlake. 

He  continued,  “The  most  basic  prob¬ 
lem  with  the  Chicago  study  is  its  failure  to 
represent  the  market  in  a  number  of  key 
demographic  areas.  This  mismatch  with 
independently  derived  government  sta¬ 
tistics  is  so  marked  that  it  casts  doubt  on 
the  validity  of  any  and  all  findings  result¬ 
ing  from  the  study.  It  is  our  understanding 
that  in  balancing  the  sample,  you  used  the 
controls  of  sex,  age  and  county  of  resi- 
dence,  but  none  for  socio-economic  vari- 


Syndicated  research 
is  not  a  new  idea 


By  Celeste  Huenergard 

The  idea  of  syndicated  newspaper  re¬ 
search  has  been  hobbling  around  the  in¬ 
dustry  for  almost  20  years. 

Its  first  steps  appear  to  have  been  taken 
in  the  late  1950’s  when  television  and 
magazines  first  began  wooing  advertisers 
with  standardized  demographic  feed¬ 
back. 

In  the  early  1960s,  Standard  Rate  & 
Data  Service  agreed  to  provide  the  news¬ 
paper  equivalent  of  Nielsen  and  intro¬ 
duced  a  standardized  survey  whose  re¬ 
sults  were  compiled  in  book  form.  The 
concept  survived  one  printing  and  then 
was  laid  to  rest. 

“The  idea  of  offering  a  consumer  audi¬ 
ence  profile  instead  of  circulation  num¬ 
bers  was  just  over  newspapers’  heads  at 
the  time,”  one  industry  observer  ex¬ 
plained. 

Other  attempts  at  centralized  newspap¬ 
er  data  also  were  made  during  the  70’s  by 
Major  Market  Index,  Markets  In  Focus 
and  W.R.  Simmons  Co.  None  of  them  is 
in  existence  today.  Researchers  blame 
their  demises  on  a  myriad  of  reasons,  in¬ 
cluding  controversy  over  sampling 
methods  and  some  newspapers’  unwil¬ 
lingness  to  accept  questionable  studies. 

The  Newspaper  Advertising  Bureau 
began  coordinating  proprietary  studies 
done  by  dailies  in  1972  and  offering  them 
in  book  form  to  interested  advertisers  and 
agencies.  Local  Newspaper  Audiences  is 
now  in  its  seventh  edition. 
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NAB  was  unable  at  the  time,  however, 
to  put  the  data  on-line  and  approached  the 
Audit  Bureau  of  Circulations  with  the 
project  in  the  mid-70’s. 

ABC  accepted  the  ball  but  insisted  on  a 
tight  set  of  survey  standards,  prerequisite 
sampling  of  all  papers  in  a  given  market 
regardless  of  whether  they  subscribed  to 
the  study  and  ARF  approval  of  the  stu¬ 
dies. 

Initially,  the  Audit  Bureau  had  even 
offered  members  a  chance  at  syndicated 
data  through  an  independent  supplier. 
Only  one  publisher  took  advantage  of  the 
offer. 

ABC  executives  said  the  data  bank 
reached  its  peak  in  1978  when  it  held 
proprietary  studies  for  128  newspapers, 
representing  68  markets. 

Because  of  its  incompleteness,  the 
bank  never  reached  best-seller  status 
with  the  advertisers  and  agencies  it  was 
earmarked  to  cajole. 

In  January  1979,  the  ABC  board  of 
directors  discreetly  announced  the  pro¬ 
ject  had  been  placed  on  hold.  Since  then 
many  of  the  studies  have  become  obso¬ 
lete  and  less  than  a  dozen  advertisers 
have  made  inquiries  into  the  bank. 

Some  observers  felt  the  ABC  bank 
failed  because  its  standards  were  too  high 
and  because  of  some  newspapers’  reluct¬ 
ance  to  share  their  demographics  in  a 
head-to-head  situation. 

In  the  interim,  ABC  says  it  stands 
“willing  and  able  to  work  with  industry 


ables.  Although  the  sample  is  representa¬ 
tive  of  the  market  with  respect  to  sex,  age 
and  geography,  it  is  seriously  out  of  line 
with  respect  to  the  variables  of  education, 
occupation  and  income.” 

The  Tribune’s  complaints  concern 
what  it  considers  overly  high  percentages 
detailing  adult  education  levels;  adults  in 
professional,  technical,  managerial  or 
administrative  jobs;  and  the  over  $25,000 
household  income  category.  In  the 
education  category,  the  Three  Sigma  sur¬ 
vey  shows  that  48.9%  of  adults  in  the 
Chicago  market  have  at  least  some  col¬ 
lege  education.  A  1978  Scarborough 
proprietary  survey  conducted  for  the  Tri¬ 
bune  shows  that  level  at  35.9%,  and  a 
U.S.  Census  Bureau  report  from  1977 
shows  the  figure  at  36%. 

In  the  employment  category.  Three 
Sigma  indicates  that  45%  of  adults  in  the 
Chicago  market  are  in  professional,  tech¬ 
nical,  managerial  or  administrative  jobs. 
Scarborough  reported  29.8%,  and  the 
Census  Bureau  reported  26.7%. 

In  the  income  component ,  Three  Sigma 
reported  39.4%  of  adults  are  living  in 
households  with  $25,000  plus  household 
(Continued  on  page  26) 
groups  to  provide  information  services 
that  could  meet  the  needs  of  our  mem¬ 
bers”  if  Three  Sigma  does  not  get  off  the 
ground. 

Meanwhile,  the  Newspaper  Advertis¬ 
ing  Bureau  stepped  back  into  the  picture 
shortly  after  ABC  moved  its  bank  to  the 
back  burner,  with  the  introduction  of  Can 
Do.  The  NAB  project  offers  computer 
analyzed  newspaper  proprietary  data  on¬ 
line  for  160  newspapers  that  account  for 
48%  of  total  U.S.  circulation.  Data  on  the 
remaining  markets  has  been  simulated. 

But  as  one  source  at  the  bureau  re¬ 
ported,  “Nobody  is  beating  down  our 
doors  for  information.” 

Charles  Kinsolving,  NAB  marketing/ 
planning  vice  president,  said  he  had  no 
record  of  how  many  requests  the  bureau 
has  received  for  can-do  data,  but  said  that 
if  advertiser  response  has  been  slim,  it’s 
because  the  project  has  not  been  fully 
explained  or  promoted  to  the  advertising 
community. 

While  some  ad  executives  call  NAB’s 
program  “better  than  nothing,”  others 
question  its  validity  because  of  its  lack  of 
standardization  and  simulation  techni¬ 
ques. 

Meanwhile,  many  in  the  newspaper  re¬ 
search  field  are  praying  the  Three  Sigma 
attempt  at  syndicated  research  will  suc¬ 
ceed. 

“What  usually  happens  in  a  research 
dispute  is  a  screaming  match  instead  of 
constructive  criticism  and  solutions,” 
one  executive  with  Foote,  Cone  &  Beld- 
ing  said.  “We’re  still  discussing  whether 
or  not  we’re  going  to  use  Three  Sigma  in 
the  Chicago  market,  but  my  guess  is  that 
we  will  and  that  Three  Sigma  is  here  to 
stay.” 
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Preserving  the  bottom  line 


Knight-Ridder  sales  plan 
defies  economic  slump 


tions,  color  incentives,  co-op  sales 
against  Yellow  Pages  advertising,  pre¬ 
print  incentives,  career  sections,  conver¬ 
sion  to  10-column  classified,  national  re¬ 
cruitment  advertising,  setting  solid  logos, 
supplier  paid  sections  and  special 
anniversary  promotions  for  advertisers. 

At  the  Charlotte  (N.C.)  Observer  and 
News,  corporate  oriented  special  sec- 


Back  in  September  of  1979,  Alvah  H. 
Chapman,  Jr.,  chairman  of  Knight- 
Ridder  Newspapers,  Inc. ,  smelled  a  rat  in 
the  U.S.  economy.  There  were  projec¬ 
tions  indicating  that  the  nation  was  due 
for  an  economic  mudslide.  The  admin- 
istation’s  economic  advisors  kept  proc¬ 
laiming  a  recession  which  seemed  to  re¬ 
fuse  to  materialize.  But  by  setting  a  con¬ 
certed  selling  effort  on  course  before  the 
1980  fiscal  year  began,  Knight-Ridder 
managed  to  end  the  year  with  an  impress¬ 
ive  2%  gain  in  new  advertising  linage  — 
worth  about  13  million  new  ad  lines  and 
$16  million  to  the  bottom  line. 

Chapman  called  a  September  meeting 
of  his  group  vicepresidents,  including  Bill 
Ott,  Dick  Capen  and  Ted  Parmelee. 
Together,  they  developed  a  sales  prog¬ 
ram  which  became  known  as  “Rev-Up 
’80.” 

“We  were  concerned  about  the  econo¬ 
mic  uncertainty  projected  for  1980,”  ex¬ 
plained  Parmelee  in  an  interview  with 
E&P.  “We  knew  the  economy  would 
pose  a  strong  challenge  to  the  advertising 
division.” 

The  sales  program,  as  envisioned  by 
those  who  participated  in  that  first  meet¬ 
ing,  would  amount  to  the  application  of 
Knight-Ridder’ s  “management  by  objec¬ 
tive”  strategy  to  the  generation  of  new 
business. 

According  to  Parmelee,  the  idea  was 
deceptively  simple.  Group  headquarters 
was  to  become  a  central  transfer  point  for 
the  exchange  of  ideas  —  ideas  which  had 
worked  for  individual  newspapers  within 
the  group  in  the  past  —  but  which  had  not 
been  tried  on  a  groupwide  basis.  The  cru¬ 
cial  element  in  the  program  was  com¬ 
munication  among  group  executives, 
publishers,  ad  directors,  retail  and  classi¬ 
fied  managers  and  Knight-Ridder  News¬ 
paper  Sales  people. 

“This  was  to  be  a  total  company  wide 
commitment  from  publishers  right  down 
to  department  heads,”  explained  Par¬ 
melee. 

To  begin  setting  the  program  into  mo¬ 
tion,  KRN  established  a  sales  task  force 
under  the  co-chairmanship  of  Parmelee 
and  Jerry  Tilis,  senior  vicepresident/ 
marketing  for  the  Philadelphia  Inquirer  & 
Daily  News.  Its  first  meeting  convened  in 
Miami  at  the  end  of  September  with  Tho¬ 
mas  Carlin,  president/publisher  of  the  St. 
Paul  Pioneer  Press  &  Dispatch;  W.H. 
Harwell,  Jr.,  president/publisher  of  the 
Talahassee  Democrat',  John  Kosanke, 
vicepresident/advertising  director  for  the 
Miami  Herald',  Dean  Bailee,  vicepresi- 
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dent/sales  and  marketing  for  the  San  Jose 
Mercury  News',  Gene  Williams, 
vicepresident/advertising  director  for  the 
Charlotte  Observer  &  News',  M.J.  Esses, 
advertising  director  for  the  Boulder 
Camera;  Lewis  Owens,  advertising 
director  for  the  Lexington  Herald- 
Leader;  Ron  Beach,  classified  advertis¬ 
ing  manager  in  San  Jose;  and  Jack  Con¬ 
don,  vicepresident/retail  sales  for  Knight- 
Ridder  Newspaper  Sales  in  attendence. 

The  group  contained  representatives 
from  both  KRN  divisions,  the  metro 
dailies  and  the  city  dailies.  That  group 
was  assigned  the  responsibility  of  de¬ 
veloping  “specific,  actionable  sales  prog¬ 
rams  to  maximize  advertising  revenues 
and  linage  in  1980,”  according  to  Par¬ 
melee.  Its  goal  was  to  produce  a  minimum 
of  a  1 .5%  rise  in  new  company  wide  linage 
and  revenues  (the  group  reached  the 
minimum  goal  in  the  first  9  months  of  the 
year). 

The  “catalyst”  for  the  program,  Par¬ 
melee  said,  was  to  be  the  group’s  manage¬ 
ment  by  objective  strategy.  The  MBO 
program  involves  close  communication 
among  corporate,  individual  newspaper 
and  departmental  executives  in  estab¬ 
lishing  “realistic,  attainable”  goals  for 
each  department  at  each  newspaper.  No 
MBO  is  imposed  on  departmental  mana¬ 
gers,  according  to  Parmelee,  but  rather, 
the  MBOs  are  “arrived  at”  through  con¬ 
sultation  involving  the  managers,  their 
superiors,  publishers  and  corporate  ex¬ 
ecutives. 

“Everyone  knew  precisely  what  the 
objectives  were,”  explained  Parmelee, 
“the  MBOs  assure  a  strong  measure  of 
accountability  for  performance.” 

Once  the  strategy  and  objectives  were 
set,  KRN  called  a  meeting  in  Chicago  in 
October  with  all  KRN  ad  directors  to 
prioritize  actual  selling  opportunities. 
Each  newspaper  developed  its  own  new 
selling  objectives. 

In  early  November,  the  task  force  met 
with  the  group’s  classified  managers.  La¬ 
ter  in  the  month,  a  similar  session  was 
held  with  publishers  and  general  mana¬ 
gers. 

By  Dec.  1,  the  goals  program  was  in 
place. 

According  to  Parmelee,  the  specific 
sales  plans  were  built  around  areas  like 
expansion  of  special  section  activity,  re¬ 
tail  telephone  sales,  concentrated  sales 
efforts  directed  toward  the  light  newspap¬ 
er  user,  inter-media  sales  strategies,  ex¬ 
pansion  of  remnant  advertising,  stand-by 
ads,  mail  order  ads,  real  estate  promo¬ 


tions  were  dubbed  “highly  successful” 
by  Ed  Keul,  the  papers’  sales  administra¬ 
tion  manager.  The  sections  carried  an 
anniversary  theme,  and  in  some  cases 
were  devoted  entirely  to  single  firms.  In 
one  instance,  the  newspapers  developed 
a  section  around  a  Ford  dealer  which 
closed  its  doors  in  one  location  and 
opened  a  new  plant  nearby. 

“One  idea  kind  of  begot  another,”  ex¬ 
plained  Keul.  He  said  telephone  repre¬ 
sentatives  in  the  classified  department 
originated  several  innovative  ideas  for 
generating  new  linage  in  an  internal  prom¬ 
otion  which  offered  those  employees 
from  $25  tp  $100  in  bonus  money  for  suc¬ 
cessful  ideas. 

Additionally,  the  newspapers  ex¬ 
panded  zone  sales  by  adding  retail  tele¬ 
phone  sales  employees  who  could  zero  in 
on  advertisers  who  were  thought  to  be  too 
small  to  merit  sales  efforts  by  regular 
advertising  representatives. 

Another  idea  which  proved  successful, 
at  least  until  the  economy  gutted  the  em¬ 
ployment  market  in  the  latter  half  of  1980, 
was  a  “  career  page ,”  which  the  newspap¬ 
ers  ran  an  average  of  once  a  month.  Leads 
for  advertising  were  picked  up  from  the 
help  wanted  pages  of  larger  metro  news¬ 
papers  like  the  Washington  Post  and  the 
Atlanta  Journal  and  Constitution. 
Another  successful  idea,  this  one  submit¬ 
ted  by  a  classified  telephone  representa¬ 
tive,  was  a  religion  section,  which  Keul 
says  worked  especially  well  since  the 
newspapers  are  located  in  what  is  consi¬ 
dered  part  of  the  “bible  belt.” 

In  the  national  area,  KRNS  concen¬ 
trated  on  two  programs  —  the  develop¬ 
ment  of  theme  sections  which  were  de¬ 
signed  to  be  consistent  with  editorial  and 
advertising  formats  throughout  the  group 
and  the  network  sales  of  preprint  inserts. 
The  theme  sections  idea  just  got  off  the 
ground  in  1980,  according  to  William 
O’Flaherty,  KRNS  executive  vicepresi¬ 
dent,  with  four  major  areas  targeted  for 
development,  including  personal  and 
financial  planning,  holiday  spirit  guides, 
health  and  beauty  aide  guides  and  travel 
sections.  The  network  sales  idea 
attracted  a  major  buy  by  the  National 
Home  Life  Insurance  Company.  The  idea 
is  to  offer  incentives  to  advertisers  who 
advertise  6  or  more  times  annually  in  10 
or  more  KRN  newspapers,  which  would 
in  turn  be  sold  as  combinations  of  a  poten¬ 
tial  4.2  million  circulation  representing  9 
million  readers. 

Said  Parmelee,  “We  have  been  so 
pleased  at  the  success  of  this  company- 
(Continued  on  page  55) 
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The  media  mix:  a  different  approach 


By  Robert  L.  Oney 

If  the  latest  Newspaper  Advertising 
Bureau  readership  study  shows  62%  of 
readers  read  something  on  every  page 
and  38%  read  specific  pages  or  sections, 
could  an  advertiser  achieve  the  same  au¬ 
dience  gains  by  mixing  within  the  news¬ 
paper  medium  itself  instead  of  mixing 
print  with  broadcast? 

Besides  the  NAB  percentage  figures, 
home  market  readership  coverages 
throughout  the  country  have  consistently 
shown  that  approximately  three  out  of 
four  adults  read  a  daily  or  Sunday  paper 
every  day.  Readership  climbs  to  eight  or 
nine  out  of  ten  for  desirable  demographic 
groupings,  such  as  higher  income,  educa¬ 
tion  and  occupation  levels. 

Moreover,  most  adults  who  do  not  read 
the  daily  or  Sunday  newspaper  are  not 
generally  considered  to  be  prime 
prospective  customers  of  most 
businesses,  simply  because  they  often  do 
not  have  the  disposable  income  to  make 
purchases.  Advertising  buyers  can, 
therefore,  conclude  that  the  newspaper 
will  be  read  by  just  about  all  potential 
customers  for  most  businesses. 

Advertising  buyers,  on  the  other  hand, 
argue  that  Starch  and  other  readership 
studies  show  relatively  low  average  “not¬ 
ing”  or  “read  most”  scores,  even  for 
large-space  ads.  In  order  to  reach  a  larger 
audience,  the  advertising  buyer  mixes  or 
places  his  advertising  in  various  types  of 
media,  usually  newspaper,  radio  and/or 
television. 

Gross  rating  points  of  a  newspaper  are 
added  to  those  of  broadcast  commercials 
and,  therefore,  a  greater  reach  is  thought 
to  be  achieved.  If  75%  of  the  adults  in  a 
given  market  read  the  paper  every  day, 
but  only  25%  of  them  read  a  full  page  ad, 
other  forms  of  advertising  communica¬ 
tion  are  felt  to  be  needed. 

There  are  three  problems  associated 
with  this  method  and  one  very  simple, 
easy  solution. 

First,  the  basic  reason  why  only  25%  of 
the  newspaper  readers  may  read  a  full- 
page  ad  is  because  there  are  normally 
only  two  or  three  percent  of  the  readers  in 
the  market  for  a  given  product  or  service 
on  any  given  day.  The  others  who  read 
the  ad  are  either  interested  in  the  product 
for  later  purchase  or  have  found  the  ad 
particularly  interesting  or  creative. 

Second,  by  adding  gross  rating  points 
of  broadcast  media  to  the  newspaper  ad 
readership  GRPs,  one  gets  a  “gross 
gross.”  That  is,  many  of  those  who  watch 
tv  or  listen  to  the  radio,  especially  the 
prime  potential  customers  for  the  adver¬ 
tised  product  or  service,  also  read  the 
newspaper  and  probably  read  the  ad.  The 

Robert  L.  Oney  is  marketing  research 
director  for  the  Raleigh  (N.C.)  News  & 
Observer  and  Times. 
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figure  an  advertising  buyer  should  be 
trying  to  get  is  net  reach,  not  gross. 
However,  very  little,  if  any,  research  is 
available  on  net  reach  gains  of  true, 
potential  customers  by  media  mixing.  To 
simply  add  100  GRPs  of  newspaper  to  100 
GRPs  of  radio  to  100  GRPs  of  tv  obvious¬ 
ly  does  not  yield  a  net  reach. 

Third,  keeping  all  media  measurements 
parallel  should  be  stressed,  that  is,  if  one 
compares  average  newspaper  ad  read¬ 
ership  scores  to  other  media,  he  should 
use  average  recall  scores  of  broadcast 
commercials.  Too  often  total  15-minute 
or  half-hour  time  segments  are  used  to 
determine  listening  or  viewing  audiences 
for  broadcast,  when,  in  fact,  those  that 
stay  in  the  room  while  a  commercial  is 
broadcast  on  tv  or  who  pay  attention  dur¬ 
ing  radio  spots  are  only  a  fraction  of  that 
total  “audience.”  And  average  recall 
scores  of  broadcast  commercials,  even 
after  a  short  time,  are  very  small. 

The  simple  and  easy  solution,  while  it 
may  seem  to  be  biased,  is  a  realistic  and 
viable  alternative.  Because  80%  to  90%  of 
the  newspaper  readers  are  prime, 
prospective  customers,  and  62%  of  read¬ 
ers  read  something  on  every  page  while 
the  remaining  38%  turn  to  specific  pages 
and  sections,  placing  several  ads  through¬ 
out  the  paper  seems  to  be  the  simplest 
solution. 

If  an  advertising  buyer  cannot  afford  to 
run  three  or  four  large  ads  scattered 
throughout  the  paper,  either  on  the  same 
day  or  throughout  the  week,  he  can  place 
one  large  ad  in  one  section  of  the  paper 
and  use  several  small,  eye-catching  ads  in 
other  sections  of  the  same  paper  to  draw 
attention  to  the  main  ad. 

For  example,  a  furniture  retailer  wants 
to  sell  a  large  shipment  of  recliners  and 
decides  to  run  a  large  color  ad  in  the 
women’s  pages  (because  he  knows  most 
of  his  customers  are  women).  He  then 
places  several  3  column  by  4  inch  ads  in 
sports,  amusements,  comics,  main  news 
and  classified  display  that  say  simply 
“Recliner  Sale.  See  our  ad  in  the 
women’s  pages  of  today’s  paper.  XXX 
Store.” 

The  same  example  can  be  applied  to  a 
tire  dealer  who  may  have  a  customer  mix 
iOf  75%  men,  25%  women.  He’ll  probably 
place  his  main  ad  in  sports  to  capture  the 
70%  of  male  readers  who  read  sports.  But 
if  only  30%  of  women  regularly  read 
sports,  and  25%  of  his  customers  are 
women,  he’ll  miss  70%  of  those  women 
who  may  be  his  potential  customers.  By 
placing  a  reference  ad  in  the  women’s 
pages,  another  in  amusements,  and 
another  in  classified  display,  he  can  effec¬ 
tively  draw  attention  to  his  promotional 
event  by  most  everyone  in  the  market  for 
tires.  It  must  be  emphasized  that  the  re¬ 
ference  ad  has  to  be  eye-catching,  prefer¬ 


ably  using  a  good  amount  of  white  space 
and/or  creative  illustrations. 

Until  definitive  research  discloses 
accurately  how  much  gain  in  net  reach  an 
advertiser  can  get  by  mixing  broadcast 
with  newspapers,  the  simplest  and  easiest 
mix  may  very  well  be  within  the  newspap¬ 
er  medium  itself. 

1980  classified  strong 
in  some  markets 

For  the  second  consecutive  year  the 
Dallas  Morning  News  published  more 
than  three  million  classified  ads,  and  the 
Fort  Lauderdale  News/Sun-Sentinel 
staked  its  claim  to  the  number  2  ranking  in 
classified  ad  linage  with  over  5 'A  million 
ads  run  in  1 980. 

The  Morning  News,  the  only  Dallas 
newspaper  ever  to  reach  the  three  million 
mark,  joins  the  Houston  Cronicle,  San 
Jose  Mercury-News,  San  Diego  Union 
Tribune  and  Los  Angeles  Times  . 

Exceeding  all  its  own  records,  the 
Morning  News  published  3,115,957  clas¬ 
sified  ads  and  35,477,397  lines  which  is 
54,898  more  ads  and  571,955  more  lines 
than  were  published  in  1979  when  the 
Morning  News  realized  the  highest  single 
year  totals  it  its  history. 

The  Morning  News  also  claims  for  1980 
the  largest  classified  advertising  linage 
lead  in  history  over  its  competition,  pub¬ 
lishing  over  7,000,000  more  lines  and  in 
total  ad  count,  the  Morning  News  posted 
a  lead  of  458,890  over  the  competition. 

In  Fort  Lauderdale,  the  News/Sun 
Sentinel  ran  a  special  promotional  ad  to 
proclaim  its  success.  The  ad  read,  “We 
salute  this  little  ad,  and  the  5,499,999 
power-packed  ads  that  ran  before  it. 
They’ve  broken  all  prior  records  for  clas¬ 
sified  ad  volume  in  the  history  of  the  Fort 
Lauderdale  News/Sun-Sentinel  and 
further  justified  our  2  ranking  in  the  coun¬ 
try  in  classified  ad  linage.” 


What^  so  extraordinary  about 
this  3-Line  Classified  Ad? 


5'/^  Millionth  to  run  in  the 
Fort  Lauderdale  News/Sun-Sentinel 
in  1980! 


News/Sun-SQntinQl 
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lome  ownership  is  spurring  rapid  growth 
n  do-it-yourself  activities.  According  to 
he  presentation,  “Not  a  new  concept, 
5Ut  still  it  is  one  of  today’s  growth  indus- 
ries.  This  year  Americans  will  spend  an 
jstimated  $19  billion  on  do-it-yourself 
ools  and  supplies  for  139  million  home 
improvement  projects,  ranging  from  fix¬ 
ing  a  leaky  faucet  to  adding  a  room.  If  the 
io-it-yourself  movement  grows  in  the  de- 
:ade  ahead  at  the  rate  it  grew  since  1975, 
it  will  top  $24  billion  by  1989  and  provide 
action  for  retailers  of  tools,  hardware, 
paint,  building  materials,  lighting,  fab¬ 
rics,  furniture,  insulation,  and  ap¬ 
pliances,  to  mention  only  the  most  ob¬ 
vious.” 

The  presentation  examined  the 
changes  that  are  stimulating  the  demand 
for  home  oriented  merchandise.  These 
included  the  rapid  growth  in  the  number 
of  households,  the  increasing  number  of 
working  women,  and  the  reactions  to  in¬ 
flation  and  the  energy  crisis. 

For  example,  changes  in  lifestyle  are 
bringing  a  proliferation  of  one-person 
households  and  a  tendency  for  people  to 
rearrange  themselves  into  different 
groupings  at  various  stages  in  the  life  cy¬ 
cle.  In  1900,  single  person  households 
made  up  only  five  percent  of  the  total;  in 
1978,  this  percentage  had  topped  18%. 
People  live  alone,  marry,  divorce  and  re¬ 
marry.  They  live  as  a  family  with  children 
and  they  live  as  a  graying  couple  with  an 
empty  nest.  At  each  stage,  and  for  each 
type  of  household,  there  are  needs  for 
furnishings,  appliances  and  other  equip¬ 
ment. 

Further  stimulating  the  household 
growth  is  the  arrival  of  the  “baby  boom” 
generation  into  its  years  of  family  de¬ 
velopment.  This  group  brings  a  major  in¬ 
crease  in  demand  for  everything,  includ¬ 
ing  places  to  live  and  all  the  necessities 
for  a  “good”  life. 

Under  the  impact  of  inflation  and  the 
energy  crisis,  the  home  itself  is  under¬ 
going  changes  which  offer  new  marketing 
opportunities,  the  presentation  main¬ 
tains.  Homes  are  smaller  and  homeow¬ 
ners  compensate  with  new  arrangements 
and  new  furnishings.  The  high  cost  of 
energy  brings  a  “buttoning  up”  of  houses 
and  new  market  for  energy  efficient  ap¬ 
pliances.  Increased  transportation  costs 
encourage  more  stay-at-home  activities 
as  house  holders  equip  their  dwellings  for 
family  entertainment  as  well  as  shelter. 

The  future  may  hold  promise  of  a  grow¬ 
ing  role  for  the  home  as  a  work  place, 
reducing  the  need  for  commuting. 
Already,  this  is  a  practical  possibility  for 
some  jobs.  New  technological  develop¬ 
ment  in  communications  may  make  work 
at  home  possible  for  many  occupations. 

Meanwhile,  working  women  are  con- 
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fronted  with  the  need  to  perform  house¬ 
hold  tasks  in  addition  to  their  work  in  the 
office  or  factory.  And  so  they  turn  in¬ 
creasingly  to  labor  saving  appliances  and 
products,  causing  markets  to  grow  for 
everything  from  self-cleaning  ovens  to 
no-iron  shirts. 

The  expansion  in  the  markets  for  home 
oriented  foods  and  services  is  a  major 
turning  point  in  merchandising  that  can 
be  translated  into  billions  of  dollars  in 
new  business  for  the  merchants  who  rec¬ 
ognize  its  true  implications,  the  presenta¬ 
tion  maintained. 

Supporting  this  trend  is  a  growing  de¬ 
mand  by  consumers  for  more  information 


about  what  they  buy  as  they  move  from  a 
throw-away  lifestyle  to  a  conservation 
ethic.  Their  need  is  to  get  more  use  out  of 
the  things  they  buy  to  compensate  for  the 
higher  price. 

The  NAB  says  people  are  shopping 
more  carefully.  It’s  survey  found  that 
only  27%  of  the  respondents  bought  the 
first  time  they  shopped  for  furniture;  55% 
required  two  to  five  shopping  trips  to 
come  to  a  shopping  decision.  More  care¬ 
ful  shopping,  the  presentation  points  out, 
means  more  use  of  advertising.  The 
bureau  study  found  that  62%  said  they 
looked  at  advertising  before  buying  fumi- 
(Continued  on  page  32) 


In  these  times  of  high  costs  it’s  good  to  know... 

ACBlt  Checking 
Proof  Service 
sHti  costs  less— 


costs  less  than  doing  H  yoursetl! 


ACB's  Checking  Proof  Service  is 
still  a  SAVINGS  TO  PUBLISHERS- 
not  an  extra  expense.  (Some 
papers  say  it  would  cost  them  two 
to  tour  times  as  m_uch  to  do  it 
themselves!) 

The  reasons?  HIDDEN  COSTS- 
all  the  people  and  paperwork  com¬ 
plexities  that  add  up  to  a  lot  more 
than  just  tear  sheets’.'  No  wonder 
virtually  all  U  S.  dailies  prefer  the 
economy  of  ACB  Checking 
Service.  Consider. . . 

ACB  gives  you  not  only  lower 
cost,  but  a  more  complete  service 
than  any  paper  itself  can  provide. 
ACB  checks  and  forwards  every 
national  ad  in  your  paper,  automat¬ 
ically.  to  the  agency  or  advertiser 


(Certain  local  tearsheets  are  ser¬ 
viced,  too.) 

So  ACB  saves  you  overhead, 
time,  energy  and  money- in 
record-keeping,  collecting  pages, 
handling  requests,  typing,  mailing, 
postage,  and  all  the  detail  of  it. 

ACB  is  able  to  do  all  this  tor  you 
at  lower  cost  because  of  our  related 
services  which  have  been  devel¬ 
oped  and  sold  to  manufacturers 
and  agencies.  Services  such  as 
Newspaper  Advertising  Research 
and  Cooperative  Advertising 
Audit  Service-all  of  tremendous 
value  to  the  newspaper  industry. 

It  s  good  to  remember  that  our 
old  news  is  still  the  best  news  about 
the  cost  of  checking  proof  service 


You  ean*t  beat  experience. 

|i®THE  ADVERTISING 
CHECKING  BUREAU,  Inc. 


Call  your  nearest  ACB  office. 

NEW  YORK  2  Park  Avenue.  10016;  Phone  212/685-7300 
CHICAGO  165  North  Canal  Street,  60606.  Phone  312/648-0500 
COLUMBUS.  OHIO  941  North  High  Street.  43201.  Phone  614. 294-4761 
MEMPHIS  52  South  Second  Street.  38103,  Phone  901/526-3281 
SAN  FRANCISCO  1453  Mission  Street.  94103.  Phone  415  552-6000 
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Three  Sigma 
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income;  Scarborough  said  that  figure  was 
28.3%;  and  the  Census  Bureau  reported  it 
at  29.6%. 

When  contacted  by  E&P,  Simmons  de¬ 
fended  his  figures,  saying  that  the  income 
component  may  well  be  reflecting  the 
effect  inflation  has  had  on  household  in¬ 
comes  since  1977.  The  figures  in  the  em¬ 
ployment  area,  he  said,  reflected  “the 
way  people  classify  themselves.”  In  the 
education  area,  Simmons  conceded  that 
the  high  level  may  have  been  due  to  the 
wording  of  the  questions  which  were 
asked  of  respondents  to  the  study.  He 
noted  that  those  figures  had  shown  up 
high  in  most  of  the  markets  which  the 
study  covered.  Chicago  ranked  18th  in 
the  nation  in  educational  levels,  accord¬ 
ing  to  Simmons.  “Chicago  has  been  one 
of  the  most  thoroughly  tested  reports 
I’ve  ever  seen,”  he  said. 

Meanwhile,  executives  across  the  street 
at  the  Chicago  Sun-Times  remained  puz¬ 
zled  and  dismayed  at  their  competitor’s 
reaction  but  determined  to  continue  using 
the  research  in  sales  and  promotion. 

“Here,  we  finally  produced  a  standard¬ 
ized  independent  study  by  ARF  stan¬ 
dards  and  the  Tribune  seems  willing  to  go 
to  any  lengths  to  avoid  the  Sun-Times 
being  able  to  use  the  numbers  against 
them,”  James  F.  Fowler,  Sun-Times 
marketing  director  declared  during  a  re¬ 
cent  interview. 

“I’m  very  disappointed  that  an  effort 
our  industry  has  invested  so  much  hope  in 
is  being  undermined  by  the  competitive 
sales  forces.” 

Fowler  said  the  Tribune’s  contention 
that  the  study  is  skewed  toward  an  up¬ 
scale  audience  should  work  in  favor  of  the 
Tribune  and  not  the  Sun-Times,  since  the 
former  historically  has  claimed  the  largest 
segment  of  the  city’s  upscale  readers. 

“They  can’t  have  it  both  ways,  “Fow¬ 
ler  said. 

Some  observers  feel  the  Tribune  re¬ 
mained  publicly  mum  on  the  upscale 
question,  a  sore  spot  it  has  known  about 
since  August,  simply  because  it  did  not 
think  the  Sun-Times  would  react  as  agres- 
sively  as  it  has  in  using  the  study  in  pro¬ 
motional  and  sales  efforts. 

As  for  the  weighting  problem.  Fowler 
insisted  that  statistical  weighting  tends  to 
“weaken  rather  than  enhance”  the  re¬ 
search  process  and  can  distort  findings. 
He  also  pointed  out  that  the  Tribune 
agreed  beforehand  on  Simnton’s  methods 
and  knew  that  education,  income  and  em¬ 
ployment  status  would  not  be  weighted. 

Other  observers  say  the  Tribune’s 
latest  move  was  still  another  step  to  buy 
time  until  its  all  proprietary  Scarborough 
study  surfaces  in  the  next  few  months. 

Three  Sigma  represents  the  first  re¬ 
search  study  for  the  Tribune  since  the 
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Sun-Times  evening  sister,  the  Chicago 
Daily  News  closed  its  doors  in  March, 
1978.  The  Sun-Times  has  conducted  four 
studies  since  the  Daily  News’  demise  and 
maintains  that  its  demographics  have  im¬ 
proved  considerably  thanks  to  the  wooing 
of  the  former  Daily  News  readers,  who 
tended  to  be  more  upscale. 

According  to  the  Audit  Bureau  of  Cir¬ 
culations  FAS-FAX  for  March,  1979,  the 
Sun-Times  recorded  record  figures  of 
671,366,  a  gain  of  60,231  readers.  The 
Tribune,  on  the  other  hand,  picked  up 
20,231  new  readers  and  boosted  its  fi¬ 
gures  to  783,041  during  the  same  time 
period.  The  latest  ABC  figures  for 
September,  1980  show  the  Tribune  at 
784,388,  and  the  Sun-Times  at  655,322. 

When  asked  if  the  Tribune’s  refusal  to 
use  the  Three  Sigma  research  would  de¬ 
tract  fi'om  the  study’s  credibility.  Charles 
Fegeri,  Sun-Times  executive  vicepresi¬ 
dent  of  advertising  and  circulation,  said, 
“On  the  contrary,  1  think  it  may  enhance 
it.  It’s  really  a  sour  grapes  response  (on 
the  part  of  the  Tribune)  and  their  reaction 
to  it  is  a  key  to  how  effective  it  is.” 

When  asked  how  effective  the  study 
has  been  as  a  Sun-Times  sales  tool, 
Fegert  simply  smiled  and  said,  “Ex¬ 
traordinarily.” 

Reaction  from  elsewhere  in  the  indus¬ 
try  seems  to  indicate  a  general  disapprov¬ 
al  of  the  Tribune’s  actions. 

Ron  Kuzoian,  research  director  for  the 
Boston  Globe,  said,  “You  have  to  re¬ 
member  that  everything  they  (the  Tri¬ 
bune)  say  is,  first  of  all,  their  point  of 
view.  Most  of  the  comparisons  that 
they’re  making  are  to  other,  quote,  esti¬ 
mates  that  all  research  is.” 

Kuzoian,  who  chaired  the  newspaper 
committee  formed  to  organize  the  Three 
Sigma  study,  reported.  “1  think  the 
strongest  issue  for  95%  of  the  people  who 
subscribed  to  thq  study  is  going  to  be  its 
lateness,  not  the  fact  that  Chicago  is  un¬ 
happy  with  it.  The  fact  that  so  many  are 
using  the  results  of  this  study  indicates 
that  most  people  are  quite  satisfied.  Most 
of  us  who  are  close  to  it  are  very  impress¬ 
ed  with  the  believability  of  the  study — the 
numbers  came  out  making  good  sense.” 

Ron  Browne,  market  research  director 
forthe  Washington  Post,  told£<&F,  “The 
purpose  of  Three  Sigma  was  to  provide 
media  planners  with  newspaper  informa¬ 
tion  over  a  variety  of  markets  so  we  could 
position  newspapers  vis  a  vis  broadcast. 
The  study  presents  a  very  fair  order  of 
magnitude  for  that  purpose.  It  does  it  as 
well  as  broadcast  studies  do.” 

Eugene  Dalgin,  who  recently  left  Mil¬ 
lion  Market  Newspapers  to  start  his  own 
consulting  firm,  acted  as  a  consultant  to 
the  Three  Sigma  study  while  it  was  being 
conducted.  He  reported.  “The  lion’s 
share  of  the  papers  are  perfectly  satisfied 
with  what  they’ve  got.” 

Dalgin  said  he  had  contacted  over  50  of 
the  66  participating  newspapers  and 
found  that  45  were  either  using  or  plan¬ 


ning  to  use  Three  Sigma  data  in  their  sales 
and  promotional  campaigns. 

Glenn  Roberts,  research  director  for 
the  Des  Moines  Register  and  Tribune, 
told£<feP  “It  (the  Three  Sigma  study)  was 
not  designed  to  be  a  promotional  tool 
within  markets ,  it  was  designed  to  be  used 
against  other  mediums  ...  it  was  not 
designed  to  show  one  paper  is  better  than 
another.  It’s  disappointing  to  see  that  pa¬ 
pers  are  exploiting  it.” 

There  are  other  newspapers  which  are 
reportedly  not  happy  with  the  study,  in¬ 
cluding  the  Fort  Lauderdale  News  Sun- 
Sentinel  and  the  Orange  County  (Calif.) 
Register.  The  Newhouse  newspaper 
group  is  also  reportedly  not  overjoyed 
with  the  study. 

Yet  virtually  all  newspaper  research 
people  contacted  by  E&P  reported  they 
were  generally  satisfied  with  the  study, 
although  many  complained  of  computer 
errors  and  the  time  frame  in  which  the 
study  was  reported.  Newspapers  in  the 
Los  Angeles  market  are  steaming  over 
the  lateness  of  the  study,  which,  as  of  last 
week,  was  not  yet  completed  due  to  com¬ 
puter  malfunctions,  according  to  Sim¬ 
mons.  The  Advertising  Research  Foun¬ 
dation  has  yet  to  conduct  a  review  of  the 
study  because  it,  too,  has  not  yet  received 
the  necessary  data  from  Three  Sigma. 

Timberlake  told  E&P  that  the  Tri¬ 
bune’s  actions  regarding  the  study  rep¬ 
resented  “the  only  stand  I  could  take  as  a 
sane  researcher.”  He  was  one  of  the 
major  proponents  of  the  syndicated  re¬ 
search  study  from  its  beginnings. 

In  his  letter  to  Simmons,  Timberlake 
wrote,  “The  fact  is,  we  have  had  repeated 
evidence  that  the  study  results  are  not  to 
be  trusted,  and  that  any  use  of  them 
would  be  neither  in  the  best  interests  of 
the  Chicago  Tribune  nor  the  advertisers 
whom  we  serve.  Bill,  we  do  not  arrive  at 
this  decision  without  thoughtful  and  seri¬ 
ous  consideration  of  the  consequences. 
We  do  not  want  to  jeopardize  what  we 
feel,  along  with  others,  is  an  important 
research  program  to  support  the  indus¬ 
try’s  national  sales  effort,  nor  do  our  com¬ 
ments  reflect  in  any  way  upon  the  merits 
of  the  study  in  the  other  33  markets. 

London  Times  sold 

News  International  Ltd.,  London,  headed 
by  K.  R.  Murdoch,  disclosed  (Jan.  22)  in 
London  that  it  had  reached  an  agreement  in 
principle  to  purchase  the  London  Times, 
Sunday  London  Times  and  three  supple¬ 
ments.  The  agreement,  which  did  not  specify 
purchase  price,  must  satisfy  three  condi¬ 
tions,  which  include  that  Murdoch  main¬ 
tained  editorial  independence;  that  negotia¬ 
tions  with  trade  unions  are  successful;  and  a 
favorable  review  by  U.K.’s  Monopoly 
Commission.  Deputy  editor  Frank  Giles  said 
the  transfer  of  ownership  from  Thomson 
International  Ltd.  is  expected  within  two  to 
three  weeks.  The  papers  were  set  to  go  out  of 
business  on  March  1st  if  no  buyer  was  found. 
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Nobody  sells 
newspaper  advertising 

like 

Landon  sells 
newspaper  advertising. 


Who  else  has  more  than 
75  sales  people? 

Who  else  has  22  offices 
coast-to-coast? 

Who  else  has  13  field  lo¬ 
cations  strategically  posi¬ 
tioned  to  parallel  distribu¬ 
tion  patterns? 

Who  else  represents  more 
than  8  million  daily  circula¬ 
tion? 

Who  else  represents  news¬ 
papers  from  40  states? 

Who  else  can  accurately 
track  national  campaigns 
because  they  represent  more 
than  80  major  markets? 

Who  else  matches  our 
flexibility  in  creating  news¬ 
paper  networks  to  meet 
advertisers  ’  needs? 

Who  else  sells,  bills,  col¬ 
lects,  and  keeps  records  on 
more  than  150  million  lines 
of  national  advertising? 

Nobody  else! 

The  newspaper  industry  will 
find  it  tougher  than  ever  in  the  ’80s 


to  increase  share  of  advertising 
revenues  against  the  pressures  of 
inflation,  the  growth  of  electronic 
media,  specialized  magazines,  di¬ 
rect  mail,  shoppers  and  a  myriad  of 
competition  fighting  for  the  con¬ 
sumers’  attention. 

Landon  has  built  a  newspaper 
sales  and  marketing  organization 
designed  to  help  you  meet  this 
competition  head  on. 

Nobody  sells  newspaper  adver¬ 
tising  like  Landon. 

Landon  is  different. 

Flexible. 

Innovative. 

Owen  Landon,  president,  has 
built  an  oiganization  you  can  de¬ 
pend  on  for  knowledgeable  direc¬ 
tion  across  the  entire  sales  and 
marketing  spectrum.  Our  clients 
not  only  get  a  hard-hitting  pro¬ 
fessional  sales  team  . . .  they  also 
get  the  unique  advantage  of  ex¬ 
perienced,  problem-solving  capa¬ 
bilities  of  the  entire  Landon  news¬ 
paper  marketing  organization. 
Total  newspaper  management 
resources  (Retail,  Circulation, 
Classified,  Marketing,  Research, 
Promotion  and  Seminars)  combine 
to  build  a  greater  understanding 
of  all  your  newspaper  needs. 
This  total  involvement  in  the 
newspaper  is  an  essential  strength 
of  Landon ’s  approach  to  sales. 


That’s  why  it  works  for  more 
than  8  million  daily  circulation  that 
we  represent. 

Here’s  how: 

National  Sales 

Although  Landon  is  well- 
known  as  a  trend-setter,  totally  in¬ 
volved  in  being  responsive  to  and 
serving  all  needs  of  the  newspaper 
. .  .national  advertising  sales  is  our 
primary  mission  and  concentra¬ 
tion.  Our  organization  is  struc¬ 
tured  primarily  to  support  this 
objective. 

Everyone  knows  national  deci¬ 
sions  are  made  in  N.Y.,  Chicago, 
L.A.,  Detroit,  Dallas  at  advertiser 
or  agency  headquarters. 

Or,  are  they? 

The  real  action  is  in  the  field. 
Regional/District  Managers, 
Wholesalers  and  Brokers  are 
major  pressure  points  in  the  deci¬ 
sion  making  process.  That’s  why 
Landon  has  13  of  22  offices  lo¬ 
cated  in  regional  trading  centers 
such  as  Charlotte,  Hartford,  and 
Kansas  City.  Combined  with  our 
major  national  center  offices,  our 
sales  team  of  more  than  75  people 
is  able  to  apply  sales  pressure 
simultaneously  at  ALL  decision 
making  levels. 

Landon  carefully  positions  each 
individual  newspaper  within  a 
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buy.  This  is  when  we  call  upon  our 
total  marketing  experience  for 
input  . . .  Retail,  Circulation, 
Classified,  Research,  Promotion. 

When  a  buy  calls  for  extra 
reach,  Landon  uses  its  newspa¬ 
per  network  muscle.  With  more 
than  50,  networks  we  can  offer 
suburban  networks  in  5  of  the 
top  10  metro  markets,  10  of  the 
top  20,  plus  14  major  networks 
in  the  top  50. 

Our  more  than  8  million  circula¬ 
tion  (greater  than  the  two  largest 
newspaper  chains  combined) 
gives  us  clout  with  advertisers  to 
build  market  packages  like  no¬ 
body  else  can. 

Both  newspapers  and  advertis¬ 
ing  agencies  like  our  uniform 
invoicing  service.  The  more  than 
150  million  lines  of  national 
advertising  we  bill  generates 
computerized  information  that  no 
other  newspaper  sales  organiza¬ 
tion  has.  It  helps  us  spot  trends  and 
solve  problems. 

These  are  only  a  few  of  the 
many  advantages  newspapers  and 
national  advertisers  find  in  doing 
business  with  Landon. 

An  independent  research 
study*  outlined  others.  Landon 
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and  systems ...  to  maximize  exist¬ 
ing  business ...  or  to  create  a  new 
sales  potential. 

Classified 

Development  Services 

About  one  third  of  your  revenue 
depends  on  an  efficient  classified 
department.  It  brings  the  greatest 
return  per  line,  yet  its  detailed 
complexity  can  generate  a  number 
of  problems  that  can  become  pro¬ 
fit  drainers. 

Bill  Ford,  head  of  Landon ’s 
Classified  Development  Services, 
is  known  for  his  classified  creativ¬ 
ity,  efficient  systems  and  “bottom 
line”  approach.  He  does  not  over¬ 
look  the  slightest  detail.  On  the 
other  hand,  he  knows  how  to  tap 
into  the  broad  opportunities  that 
automotive,  employment,  and 
real  estate  offer. 

He  tracks  local  trends  which  pro¬ 
vide  vital  information  to  Landon ’s 
National  Sales  Team.  Classi¬ 
fied  is  another  way  Landon  zeros 
in  on  National  sales. 

Circulation  Services 

For  many  newspapers,  large 
and  small,  the  struggle  for  circula¬ 
tion  growth  will  continue  in  the 
’80s  with  great  intensity. 


ranked  highest  of  all  -  advertising 
decision  makers  are  convinced 
that  Landon  people:  a)  make  more 
sales  calls,  b)  offer  better  pre¬ 
sentations,  c)  provide  better  over¬ 
all  professionalism,  and  d)  give 
better  service. 

Retail  Division 

Most  newspapers  find  that  a 
few  retail  chains  account  for  half 
to  three-quarters  of  their  retail  lin¬ 
age.  Yet  decisions  on  this  advertis¬ 
ing  are  made  regionally  .  .  . 
sometimes  nationally  by  people 
you  usually  can’t  reach  easily  for 
reasons  of  time,  geography  or  just 
plain  bigness. 

Landon ’s  Retail  Division  is  set 
up  to  solve  this  problem. 

Our  full-time  staff,  headed  by 
vice-president.  Rod  Keeney,  are 
Retail  specialists  that  serve  as  an 
extension  of  your  newspaper’s 
advertising  staff. 

More  than  100  newspapers  em¬ 
ploy  Landon ’s  network  of  retail 
sales  people  whose  sole  job  is  to 
keep  in  close  contact  with  the 
major  chains  at  district,  regional 
and  national  headquarters  ...  to 
monitor  changes  in  their  personnel 
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(Above  left):  Roger  Power  and  Karen  VanDeventer  of 
Landon  Associates,  present  to  Jack  Cohen,  V.P.  <6 
Director  of  Newspaper  Buying,  Doyle,  Dane,  Bernbach 

Lin  N.Y.C.  (Above  right):  Mike  McMichael,  Media 
Supervisor,  J.  Walter  Thompson,  Chicago,  reviews 
newspaper  schedule  with  Steve  Foreman  of  Landon. 
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untapped  co-op  funds  (estimated  6 
billion  dollars)  into  newspapers 
in  the  ’80s. 

Seminar  Division 

Landon’s  Seminar  Division 
provides  vital  information  in  ad¬ 
vance  of  its  effect  on  the  mar¬ 
ketplace. 

Bob  Leybum,  executive  vice- 
president,  gives  direction  for 
seminar  themes  such  as;  “Alter¬ 
nate  Delivery”,  “Strategic  Plan¬ 
ning”,  “Cable  TV  and  the  News¬ 
paper  ”...  updating  newspaper 
executives  on  pertinent,  provoca¬ 
tive  subjects. 

Because  Landon  practices 
this  exclusive  broad-based 
marketing  approach  to  sales- 
nobody  sells  newspaper  ad¬ 
vertising  like  Landon  sells 
newspaper  advertising. 

Audit  works! 

It  gets  results. 

Turn  the  page  to  see  what 
other  newspapers  say . 


Landon’s  Circulation  special¬ 
ist,  Bill  Merritt,  has  the  breadth 
and  depth  of  knowledge  to  put 
your  circulation  operation  on  the 
growth  track. 

The  ability  to  build  circulation 
that  an  advertiser  can  use  is 
another  way  Landon  sells  adver¬ 
tising  like  nobody  else  does. 

Management/  Marketing 
Services 

The  challenges  of  the  ’80s  pre  - 
sent  new  opportunities  to  develop 
new  sources  of  revenue. 

This  will  be  increasingly  more 
difficult. 

The  solutions  must  be  more 
creative. 

Landon’s  Management  and 
Marketing  services  can  prove 
helpful. 

Through  our  specialist,  Richard 
Hare,  Landon  offers  professional 
newspaper  management  counsel¬ 
ing  on  an  as-needed  basis  -  with 
the  advantage  of  providing  an  ob¬ 
jective  outsider’s  view  of  the 
client’s  needs  and  goals. 

Publishers  from  a  number  of 
newspaper  markets  have  taken 
advantage  of  our  counsel  in  such 
areas  as  revenue /cost  analysis/ 
management  training /marketing 


strategies/ organizational  devel¬ 
opment/goal  definition/ strategic 
planning. 

Research  /  Promotion 

Each  newspaper  has  a  unique 
story  to  sell  and  Herb  Partridge, 
director  of  research  and  sales 
promotion,  finds  it  with  creative 
research  and  promotion. 

It  can  involve:  re-examining 
your  newspaper’s  situation ...  au¬ 
dience  studies  . . .  identifying 
unique  selling  propositions  ...  to 
rate  cards . . .  market  brochures . . . 
A-V  programs  ...  all  designed  to 
provide  strategy  and  tools  used  by 
sales  people. 

Our  “every  newspaper  has  a 
unique  story  to  sell”  approach  is 
another  reason  for  our  success  in 
selling  National  advertising. 


Landon’s  new  Co-op  Sales  & 
Development  program  has  iden¬ 
tified  the  problems  that  co-op  pre¬ 
sents  . . .  simplified  what  appears 
to  be  complex  . . .  put  into  action 
a  plan  to  maximize  use  of  Co-op 
dollars  in  newspapers. 

Landon’s  Co-op  specialist, 
Frank  Moss,  is  determined  to 
channel  a  greater  percentage  of 
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Retail  Division 


(At  left): 

Mel  Freeman, 
Landon  V.P. 
Southern 
Region, 
meets  with 
Clyde  Lenz, 
Ad  Director, 
Victoria  (TX), 
Advocate. 
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...building  success  stories 
one  newspaper  at  a  time. 

W  London  Associates,  an  aggressive  selling 
force  with  expertise,  innovation  and 
follow-through  .  .  .  from  the  top  down, 
has  spelled  positive  results  for  our 
newspapers. 

G.  Ogden  Nutting,  Publisher 
Ogden  Newspapers 

Having  London  Associates  represent  us 
is  like  having  London  on  the  staff  Their 
thoroughness,  from  the  president  down 
to  fieldmen,  has  marked  our  association 
with  London  for  over  14  years. 

William  Rauh,  National  Ad.  Mgr. 

Benton-Harbor  (MI)  Herald-Palladium 

London ’s  teamwork  works  for  us.  We  are 
confident  that  we  are  getting  our  fair  share 
of  the  national  advertising  dollars  spent 
in  Georgia. 

Geoffrey  Gray,  Advertising  Director 
Albany  (GA)  Herald 

We  are  impressed  with  London’s  ability  to 
sell.  They  are  great  people  to  work  with; 
they  know  our  business  and  it  shows  up  on 
our  bottom  line. 

Dick  Fox,  National  Advertising  Mgr. 

Fayetteville  (NC)  Times,  Observer 

The  London  Organization  is  doing  a  super 
job  for  us.  We  are  really  pleased  with  our 
national  business  which  results  from  the 
London  ‘follow-through”. 

Richard  Sekella,  Director  of  Advertising 
Warren  (OH)  Tribune  Chronicle 

Let’s  get  together  and  write 
a  success  story  for  you! 

LANDON  ASSOCIATES,  INC. 

A  newspaper  sales  &  marketing  company 
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DETROIT  ■  MEMPHIS  ■  SAN  FRANCISCO  ■  DALLAS  ■  CHARLOTTE  ■  RALEIGH  ■  SYRACUSE  ■  BUFFALO  ■  ALBANY 
HARTFORD  ■  LEVITTOWN  ■  HARRISBURG  ■  KANSAS  CITY 


It  seems  all  London  sales  representatives 
continue  to  put  their  shoulders  behind 
their  efforts  in  securing  national  business. 

Bruce  Budnik,  Advertising  Director 
Saratoga  Springs  (NY)  Saratogian 

It’s  difficult  for  a  small  newspaper  to  visit 
the  home  bases  of  the  Penneys  and  the 
Sears.  London  does  that  real  well.  Asa 
result,  London ’s  retail  staff  has  strengthened 
our  relationships  with  the  chains. 

Charles  Meredith,  III,  Publisher 
Quakertown  (PA)  Free  Press 

London’s  good  performance  is  based  on 
a  highly  professional  foundation,  and  is 
performed  in  an  efficient  manner  by  a 
well-trained  staff. 

Robert  Richter,  Business  Manager 
Sheboygan  (WI)  Press 

London ’s  Co-op  Division  is  probably  the 
most  innovative  concept  in  the  newspaper 
business  that’s  happened  in  a  long  time. 

Dennis  Tharrington,  National  Ad.  Mgr. 
Henderson  (NC)  Dispatch 


London’s  Retail  Division  has  the  recogni¬ 
tion  from  the  key  retailers  and  the  know¬ 
ledge  of  what  retail  advertising  sales  are 
all  I  'bout,  including  marketing,  linage  and 
pre-printed  insert  sales,  and  account 
research  information  capabilities.  I 

George  White,  Retail/National  I 

Advertising  Director  * 

Quincy  (MA)  Patriot-Ledger  i 


Media  Records  is  aiive 
weii,  and  expanding 


which  will  show  which  ad  agency  is 
buying  which  medium  in  addition  to  per¬ 
formance  and  adjacency  data.  And  it 
plans  to  begin  measuring  corporate  image 
advertising  in  the  near  future. 

Another  area  which  Media  Records  is 
now  exploring  is  a  cost-saving  system 
which  will  allow  properly  equipped  news¬ 
papers  to  supply  their  own  linage  data, 
which  would  in  turn  be  subjected  to  spot 
audits  like  those  performed  by  the  Audit 
Bureau  of  Circulations.  Digital  measure¬ 
ment  operations  are  also  planned. 

And  in  1981,  Media  Records  will  ser¬ 
vice  nine  new  subscribers  (it  lost  none  in 
1980.)  That,  says  Lane,  is  “the  proof  that 
the  information  is  needed  and  wanted 
both  by  individual  newspapers  and  adver¬ 
tising  agencies.” 

Village  Voice  names 
general  ad  director 

Sally  Cohen,  with  the  Village  Voice, 
New  York  City,  as  a  national  sales  repre¬ 
sentative,  is  newly  appointed  general 
advertising  director.  She  will  be  responsi¬ 
ble  for  national  and  local  advertising. 

Before  joining  the  Voice  in  1979, 
Cohen  was  a  stock  broker  for  15  years 
with  Alex  Brown  and  Sons,  a  Baltimore- 
based  investment  barking  firm.  Replac¬ 
ing  Cohen  as  national  account  manager  is 
Nancy  Macine  Neenan,  who  was  a  local 
account  manager. 


In  austere  offices  located  beside  New 
York’s  Madison  Square  Garden,  Tom 
Wise  and  Sal  Lane  preside  over  the  news¬ 
paper  industry’s  only  linage  measure¬ 
ment  service  —  an  essential  service 
which,  as  many  INAE  members  remem¬ 
ber  well,  nearly  collapsed  twice  back  in 
the  70s. 

Today,  Media  Records  is  back  on  track 
and  growing. 

“We  are  now  the  only  multi-media 
measuring  and  auditing  firm  on  a  full 
time,  full  service  basis,”  says  Lane,  “and 
we’re  quite  proud  of  it.” 

In  a  recent  interview  with  E&P,  Wise 
and  Lane  explained  what  happened  to 
Media  Records  in  what  Wise  calls  the 
“troubled”  years  between  1 968  and  1975. 

When  he  took  over  as  president  in 
1973,  Wise  inherited  the  herculean  task  of 
salvaging  a  firm  which  was  losing  $80,000 
a  month,  was  between  six  and  nine 
months  behind  in  its  reports  and  was 
rapidly  losing  financial  support.  He  ex¬ 
plains  that  the  major  factor  which  threw 
the  firm  into  a  financial  frenzy  was  the 
process  of  computerization. 

Media  Records  began  moving  from 
manual  calculation  to  computers  in  the 
late  60s.  When  the  transition  began,  a 
single  computer  was  used  —  with  no  pa¬ 
rallel  backup.  As  the  changeover,  which 
took  several  years  to  complete,  progres¬ 
sed,  numerous  bugs  developed  in  the  sys¬ 
tem.  Data  was  lost,  retrieved,  lost  again, 
etc. 

As  a  result,  reports  began  lagging  be¬ 
hind  schedule,  and  support  for  the  service 
began  to  wane.  Additionally,  Media  Re¬ 
cords  was  operating  out  of  seven  offices 
spread  throughout  the  country. 

When  Wise  took  over  in  1973,  there 
was  another  factor  which  affected  Media 
Records’  performance.  The  newspaper 
industry  was  in  the  midst  of  computeriza¬ 
tion  itself;  changing  formats  and  column 
widths  wreaked  havoc  on  the  measure¬ 
ment  service. 

By  October  of  1974,  the  reports  were 
current,  and  the  offices  were  centralized 
in  New  York.  By  1975,  the  firm  was 
breaking  even.  It  even  turned  a  profit  in 
1976. 

But  the  firm  was  ridden  with  debt 
accumulated  by  the  previous  owners  of 
Media  Records.  In  1977,  several  industry 
organizations  began  searching  for  a  new 
service  to  take  over  for  Media  Records  in 
the  event  that  it  failed.  The  firm  had  se¬ 
rious  difficulty  in  obtaining  operating 
capital  on  loan  —  and  according  to  a  1977 
E&P  story,  banks  did  not  consider  the 
traditional  month-by-month  subscrip¬ 
tions  ordered  by  the  newspaper  industry 
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a  “bankable”  situation. 

The  industry  responded  to  pleas  from 
Media  Records  itself  and  others  in  the 
industry  who  recognized  that  newspapers 
needed  the  services  provided  by  the  firm 
with  committments  for  longer-term  sub¬ 
scriptions.  The  firm  survived. 

In  1978,  Media  Records  acquired  a 
California-based  television  measurement 
firm  called  Comtrac  and  began  charting  a 
growth  oriented  course.  And  it  began  pro¬ 
viding  newspaper  data  to  other  media  on 
a  reciprocal  basis. 

Now,  Media  Records  is  offering 
measurement  and  auditing  services  on 
seven  levels.  It  can  provide  data  on  week¬ 
lies,  shoppers,  some  200  trade  publica¬ 
tions,  network  and  spot  television  and 
some  cooperative  advertising. 

In  1981,  Media  Records  plans  to  go 
on-line  to  newspapers,  rep  firms  and 
advertising  agencies  with  its  linage  data. 
It  plans  to  set  up  a  Newspaper  Manage¬ 
ment  Information  system  which  will  in¬ 
corporate  management  data  from  indi¬ 
vidual  newspapers  into  a  total  system.  A 
media  coordination  system  designed  to 
aid  small  advertising  agencies  is  planned 


PIONEER  Profiles 

Bruce  K.  Smith 

General  Manager 


BOZEMAN 


Daily  Chronicle 

BOZEMAN,  MONTANA 


In  1957  Bruce  Smith  started  working  in  the  circulation  department  of  the  Idaho  Stote 
Journal  in  Pocatello.  Idaho.  His  employment  at  the  Journal  continued  while  attending 
Idaho  State  University  and  upon  graduation  he  accepted  the  position  of  Circulation 
Manager  of  the  Havre,  Montana.  Daily  News.  In  1965  he  left  the  Daily  News  to  become 
an  advertising  salesman  at  the  Missoula,  Montana  Missoulian.  He  returned  to  the 
Journal  in  1969  as  retail  advertising  manager  and  in  1974  was  named  advertising 
director  of  the  Bozeman  Daily  Chronicle  and  in  October,  1980,  was  named  General 
Manager. 

"Being  part  of  the  community  and  making  a  significant  contribution  to  the  develop¬ 
ment  of  the  community  through  publishing  a  doily  newspaper  hos  made  my  career  very 
satisfying  to  me". 


Publishing  Doily  and  Weekly  Newspapers  in  Ten  States 
Corporate  Headquarters:  221  First  Avenue  West,  Suite  405,  Seattle,  Washington  981 19 


New  book  on  newspapers 
due  from  NAB’s  Bogart 


Dr.  Leo  Bogart,  executive  vicepresi¬ 
dent  and  general  manager  for  the  News¬ 
paper  Advertising  Bureau,  has  authored  a 
book  entitled  “Press  And  Public:  Who 
Reads  What,  When,  Where  and  Why  in 
American  Newspapers.” 

The  work,  which  puts  mountains  of 
newspaper  industry  research  into  an  in¬ 
formative,  readable  form,  is  slated  for  a 
late  February /early  March  release.  It  will 
be  available  from  Lawrence  Erlbaum 
Associates,  365  Broadway,  Hillsdale, 
N.J.  07642  for  $19.95.  The  book  may  also 
become  available  through  major  book¬ 
stores  and  book  clubs. 

“Press  and  Public”  is  a  scholarly  work 
which  pays  close  attention  to  detail. 
There  are  over  100  tables  and  copious 
footnotes  included  in  its  pages.  Most  of 
the  research  cited  in  the  book  is  NAB 
material  generated  under  Bogart’s  direc¬ 
tion  since  1960.  Other  research  is  cited  to 
corroborate  or  amplify  some  of  the  find¬ 
ings,  according  to  Bogart. 

Divided  into  10  chapters,  “Press  and 
Public”  examines  closely  issues  faced  by 
newspapers  in  terms  of  the  business,  the 
newspaper  audience,  competitive  media, 
reading  habits,  journalism  and  newspaper 


marketing.  In  his  introduction,  Bogart 
writes,  “My  intention  is  not  to  argue  on 
behalf  of  a  predetermined  thesis  as  to  how 
newspapers  can  continue  to  prosper,  but 
rather  to  present  the  reader  with  the  re¬ 
levant  information,  to  the  degree  that  it  is 
available.  In  the  final  chapter,  I  have  pul¬ 
led  together  my  own  conclusions  and  ex¬ 
hortations  for  editors,  publishers,  and  all 
other  interested  parties  to  consider  as 
they  wrestle  with  the  interesting  question 
of  whether  journalism  and  marketing  are 
compatible.” 

He  continues,  “This  book  is  directed  to 
the  thoughtful  general  reader  who  knows 
and  respects  the  importance  of  the  free 
press,  knows  also  that  it  has  been  under¬ 
going  strenuous  change,  and  has  some 
concerns  about  its  future.  I  have  tried  to 
make  it  useful  and  informative  for  every¬ 
one  engaged  in  the  newspaper  business 
who  has  seen  the  individual  pieces  of  our 
research  effort  and  has  wanted  the  whole 
quilt  patched  together.  Finally,  it  is 
addressed  to  students  of  journalism  in  the 
hope  that  by  becoming  better  informed 
about  their  future  readers,  they  will  be  all 
the  more  inspired  to  serve  them  with  ded¬ 
ication  and  enthusiasm.” 


Bogart  reviews  the  challenges  which 
will  likely  face  newspapers  in  the  coming 
decade,  paying  close  attention  to  the 
effects  social  change  and  population 
movements  have  had  in  the  past  and  are 
likely  to  have  in  the  future.  He  examines 
the  business  itself,  the  importance  of 
advertising  and  circulation  and  the  com¬ 
petitive  environment  faced  by  news¬ 
papers. 

He  tends  to  readership  habits  and  the 
role  the  newspaper  plays  in  the  day-to- 
day  lives  of  its  readers  in  later  chapters. 
He  then  turns  to  the  content  of  newspap¬ 
ers  in  the  context  of  a  discussion  of  the 
nature  of  news  and  what  makes  news 
memorable. 

Bogart  has  authored  six  other  works, 
including  “The  Age  ofTelevison”  (1956); 
“Strategies  in  Advertising”  (1967);  “Si¬ 
lent  Politics:  Polls  and  the  Awareness  of 
Public  Opinion”  (1972);  “Social  Re¬ 
search  and  the  Desegregation  of  the  U.S. 
Army”  (1969);  “Premises  for  Propagan¬ 
da:  The  Cold  War  Operating  Assump¬ 
tions  fo  the  U.S.  Information  Agency” 
(1976);  and  “Algeriens  en  France”  (a 
1953  monograph). 


Lawson  appointed 

Joseph  M.  Lawson,  former  retail  sales 
manager  for  the  Philadelphia  Daily 
News,  was  named  retail  advertising  man¬ 
ager  for  the  Philadelphia  Bulletin. 
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ture,  up  from  52%  in  1973.  And  of  those 
who  looked  at  advertising,  75%  said  they 
looked  mostly  in  newspapers  —  a  finding 
which  formed  the  basis  of  the  NAB  pre¬ 
sentation. 

Inter-media  competition  evident 
Along  with  the  NAB,  the  Radio  Adver¬ 
tising  Bureau  and  the  Television  Bureau 
of  Advertising  actively  courted  the  retail¬ 
ers  who  attended  the  convention. 

The  TvB  released  a  survey  which  indi¬ 
cated  that  the  increasing  cost  of  advertis¬ 
ing  —  particularly  in  newspapers  —  was 
cited  as  a  top  management  concern  by 
leading  department  and  specialty  store 
executives.  The  informal  survey  was 
based  on  interviews  with  12  presidents 
and  chairmen  of  retail  firms  representing 
both  large  and  small  concerns. 

The  number  one  concern  among  those 
surveyed  by  the  TvB  was  the  increasing 
cost  of  money  (10  of  12  cited  that.)  Eight 
of  the  12  cited  the  rising  cost  of  newspap¬ 
er  advertising  as  a  major  concern. 

In  a  shirtsleeves  work  session  con¬ 
ducted  by  Herb  Green wald,  president  of 
the  consulting  firm.  Herb  Greenwald 
Associates  of  New  York,  retailers  were 
advised  to  create  their  advertising  with 
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the  idea  that  “advertising  is  news.”  The 
session,  which  was  entitled  “Advertising 
the  small  store  in  the  newspaper,”  was 
heavily  attended. 

Greenwald  told  the  retailers  that  their 
ads  should  answer  four  fundamental  con¬ 
sumer  questions:  what  is  the  product, 
why  is  it  good,  what  will  it  do  for  me,  and 
how  much  does  it  cost.  He  cautioned  re¬ 
tailers  against  using  color  in  their  ads  un¬ 
less  they  are  sure  it  will  be  well  repro¬ 
duced,  saying  that  poor  color  reproduc¬ 
tion  “cheapens”  an  ad.  “If  you  use  color, 
you’ve  got  to  be  careful  about  it,”  he 
said. 

Greenwald  said  he  believed  retailers 
could  use  television  effectively  for  “im¬ 
age  advertising,”  but  noted  that  the  ex¬ 
citement  created  by  a  newspaper  ad  pack¬ 
ed  with  products  and  prices  is  a  highly 
effective  sales  tool.  On  the  other  hand,  he 
cautioned  retailers  against  using  radio  as 
a  primary  advertising  medium,  contend¬ 
ing  that  it’s  “very  hard”  to  create  identity 
and  promote  sales  through  radio.  “Real¬ 
ly,  it  doesn’t  work,”  he  said. 

Greenwald  also  said  that  direct  mail 
advertising  has  been  and  will  likely  con¬ 
tinue  eating  up  larger  portions  of  retail 
advertising  budgets. 

1981  outlook 

The  new  year  will  likely  show  better 
results  for  retailers  in  its  second  half. 


according  to  Robert  A.  Mooney,  manager 
of  corporate  economics  for  the  J.C.  Pen¬ 
ney  Company,  Inc.  He  forecast  a  l‘/2% 
rise  in  the  real  GNP  for  1981  and  pre¬ 
dicted  that  consumer  spending  would 
pick  up  in  the  second  half  of  the  year. 

“The  conbination  of  rising  consumer 
income,  some  improvement  in  the  rate  of 
inflation,  and  a  tax  cut  will  spur  consumer 
spending.  The  year  should  close  on  a  fair¬ 
ly  positive  note,  setting  the  stage  for  lar¬ 
ger  real  growth  in  GNP  in  1982,”  said 
Mooney. 

Paul  McCracken,  professor  in  the  Uni¬ 
versity  of  Michigan’s  Graduate  School  of 
Business  Administration,  predicted  that 
“the  credit  crunch  of  late  1980  will 
adversely  affect  the  early  months  of  1981 
for  three  reasons.  Housing  will  be  lower. 
An  already  weak  new-car  market  will 
shrink  further.  And  the  strong  exchange 
rate  for  the  dollar  internationally,  in  part 
reflecting  high  U.S.  interest  rates,  will 
have  some  adverse  effect  on  our  im¬ 
ports.” 

On  a  brighter  note,  however, 
McCracken  said,  “After  some  essentially 
flat  early  months,  business  conditions  for 
1981  should  be  established  on  the  path  of 
a  steadier  and  more  secure  expansion. 
Retailers,  in  short,  after  some  uneasy  ear¬ 
ly  months  will  look  back  a  year  from  now 
on  a  1981  that  will  turn  out  to  have  been  a 
good  year  —  and  improving  as  it  moved 
along,”  he  concluded. 
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‘'WeVe  proud  to 
produce  our  own 
Suriday  magazme 
each  week. 

It  complements 
the  style  and 
quality  of  our 
daily  newspapers’ 

BARRY  BINGHAM,  JR. 

Editor  and  Publisher 
The  Courier-Journal/The  LouisvilleTimes 


“The  Courier- Journal  Magazine 
enjoys  a  special  rapport  with  its 
readers  because  it  focuses  on 
their  region  and  their  interests. 
They  regard  it  as  their  magazine. 
We  try  to  keep  it  that  way.” 

IRENE  NOLAN,  Assistant  Manaqinq  Editor,  Features  (Center) 

(Left  to  Riqht) 

JAMES  POPE,  Maqazine  Editor 
STEVE  LEE,  Associate  Editor 
MAURICE  TILLMAN,  Art  Director 
JAMES  DOUSSARD,  Associate  Editor 


“Our  successful  advertisers  seem 
to  like  the  Sunday  magazine 
because  it’s  exciting,  it’s  unique 
to  our  market,  and  it  works  for 
them” 

I 

^  JAMES  D.  MARCH AL,  Director  of  Advertisinq  (Center) 

Roto  staff  (Left  to  Riqht)  John  Bullinq, 

Claudia  Hardy,  Bob  Schoo  ' 


NO  NATIONALLy  SYNDICATED  MAGAZINE 
GIVES  you  THE  READERSHIP, 

THE  BELIEVABILrry  OR  THE  ADVERTISING  RESPONSE 
OF  YOUR  OWN  LOCALLY  EDITED  MAGAZINE 

50  of  the  country's  leadins  newspapers  carry  locally  edited  SUND/^ 
magazines.  And  they  could  probably  give  you  50  good  reasons  why 
Here  are  three: 

•  They  are  powerful  because  they  can  concentrate  on  local  events,  local 
people,  local  happenings.  They  can’t  help  having  more  appeal  to  your 
readers. 

•  A  locally  edited  magazine  provides  a  superb  color  extension  to  your 
paper. 

•  They’re  of  vital  importance  to  local  retailers.  And  that  means  more 
advertising  dollars  for  you. 

Vbur  paper  ought  to  be  positioned  with  the  country’s  top  newspapers.  If 
your  circulation  is  over  150,000,  it’s  entirely  feasible . . .  and  we’ll  show  you 
how. 


Call  Jim  Davy,  President,  (212)  689-8200. 


AKRON  Beacon  Journal,  ATLANTA  Journal  &  Constitution,  BALTIMORE  Sun,  BOSTON  Globe,  BOSTON  Heratd- American,  BUFFALO  Courier-Express, 
BUFFALO  News,  CHICAGO  Tribune,  CINCINNATI  Enquirer,  CLEVELAND  Plain  Dealer,  COLUMBUS  Dispatch,  DALLAS  Mornins  News, 

DALLAS  Times-Herald,  DENVER  Post,  DES  MOINES  Resister,  DETROIT  Free  Press,  DETROIT  News,  HARTFORD  Courant,  HOUSTON  Chronicle, 
NDIANAPOUS  Star,  KANSAS  OTV  Star,  LOUISVILLE  Courier-Journal  &  Times,  LOS  ANGELES  Herald  Examtner,  LOS  ANGELES  Valley  News, 
MEMPHIS  Commercial  Appeal,  MIAM  Herald,  MILWAUKEE  Journal,  MINNEAPOLIS  Tribune,  NEW  ORLEANS  Times- Picayune,  NEW  YORK  News, 
OMAHA  Vtbrld-Herald,  ORLANDO  Sentinel  Star,  PHILADELPHIA  Inquirer,  PHOENIX  Arizona  Republic,  PITTSBURGH  Press,  PROVIDENCE  Journal, 
ROCHESTER  Democrat  &  Chronicle,  ST.  LOUG  Globe- Demoaat,  ST.  LOUB  Post-Dispatch,  ST.  PETERSBURG  Times,  SALT  LAKE  OTY  Tribune, 

SAN  JOSE  Mercury-News,  SEATTLE  Times,  SEATTLE  Post-Intelliqencer,  SPOKATC  Spokesman-Review,  SYRACUSE  Herald- American/Post-Standard, 
TACOMA  News  Tribune,  TOLEDO  Blade,  WASHINGTON  PosL  WASHINGTON  Star. 


Consumer 

columnist 

dismissed 

Two  days  after  he  criticized  on 
WCAU-tv’s  evening  news  a  series  by  the 
Philadelphia  Daily  News  on  industrial 
pollutants  causing  cancer.  Herb  Denen- 
berg  was  fired  as  a  consumer  columnist 
for  the  newspaper. 

His  dismissal  touched  off  a  con¬ 
troversy  over  why  the  three  times  weekly 
columnist,  who  also  does  a  nightly  news 
stint  on  WCAU-tv,  a  three  hour  radio  talk 
show  weekday  mornings  on  WCAU-am, 
and  consumer  reports  for  NBC's  Real 
People,  was  let  go  by  the  afternoon  tab¬ 
loid. 

Denenberg  charged  he  was  fired  as  a 
result  of  his  tv  report.  Daily  News  editor 
Gilman  Spencer  declared  his  decision  to 
terminate  the  columnist  was  something 
he  had  been  considering  for  some  time 
and  had  nothing  to  do  with  his  criticism  of 
the  paper’s  cancer  series. 

Spencer  said  he  fired  Denenberg  after 
19  months  with  the  newspaper  because 
the  columnist  had  too  many  tv  and  radio 
commitments  and  too  little  time  to  spend 
on  his  Daily  News  writing. 

The  Daily  News  series  by  Juan  Gon¬ 
zalez  alleged  industrial  pollutants  caused 
a  high  incidence  of  cancer  among  resi¬ 


dents  of  two  Philadelphia  neighborhoods. 

It  took  four  months  to  complete  and  ran  in 
five  parts  beginning  January  5. 

On  the  same  day  Gonzalez’s  lead  story 
appeared,  Denenberg  interviewed  two 
epidemiologists  about  it  on  his  evening 
consumer  report  for  WCAU-tv. 

The  epidemiologists  challenged  Gon¬ 
zalez’s  allegations,  saying  his  methodolo¬ 
gy  was  incomplete. 

Soon  after  his  segment  aired,  Denen¬ 
berg  said  he  received  an  angry  phone  call 
from  the  Daily  News  asking  him  to  come 
to  the  newspaper’s  office  the  next  day 
with  a  tape  of  the  show. 

He  said  Spencer  dispatched  two  Daily 
News  editors  to  view  the  tape  at  the  tele¬ 
vision  station  and  bring  a  copy  back  to 
him. 

A  meeting  between  Spencer  and  De¬ 
nenberg  was  subsequently  held  on  Janu¬ 
ary  7. 

According  to  Denenberg,  Spencer  told 
him  at  the  meeting  his  column  was  being 
cancelled  because  “we  (Daily  News)  re¬ 
quire  your  total  allegiance.’’ 

“He  (Spencer)  told  me  it  had  nothing  to 
do  with  my  story,”  Denenberg  said,  “but 
the  only  conclusion  1  could  draw  was  it 
did.” 

Regarding  his  radio  and  tv  work,  De¬ 
nenberg  stated,  “They  knew  what  I  was 
up  to  when  I  was  hired.  I  negotiated  with 
them  on  Saturday  and  Sunday  because  of 
my  schedule.” 

Denenberg  claimed  the  Daily  News 


was  pleased  with  his  columns.  He  said 
two  weeks  prior  to  his  January  5  show 
“everything  was  rosy”  and  the  newspap¬ 
er  wanted  to  expand  his  column  to  five 
days  a  week  and  offered  him  a  raise. 

“They  (Daily  News)  always  gave  me 
good  promotion.  They  printed  Denen- 
berg’s  Dump  t-shirts,”  he  remarked. 

Denenberg’s  Dump  was  a  regular  fea¬ 
ture  of  his  columns  in  which  consumer 
products  failing  to  pass  muster  after  test¬ 
ing  are  dumped  into  a  trash  bin.  He  still 
does  the  feature  on  Real  People. 

To  editor  Spencer’s  mind,  things  were 
definitely  not  rosy  with  Denenberg’s 
column. 

He  denied  offering  a  raise  to  Denen¬ 
berg,  who  made  “considerably  more  than 
$30,000  a  year”  with  the  paper,  and  said 
he  never  talked  with  him  about  increasing 
the  frequency  of  his  column. 

He  continued,  “Denenberg  was 
stretched  too  thin.  He  does  1 2  hours  a  day 
in  radio  and  tv.  In  terms  of  what  we  were 
getting  and  what  we  were  paying  for,  I 
couldn’t  afford  him  anymore.” 

Spencer  said  Denenberg’s  style  was 
“more  naturally  suited  to  showbiz  than  to 
journalism.” 

“There  was  a  continual  problem  in 
terms  of  cheap  shots,”  he  remarked,  but 
added  Denenberg’s  columns  never  gener¬ 
ated  any  serious  complaints  by  manufac¬ 
turers  whose  products  were  tested  or  re- 
(Continued  on  page  47) 


Crime  got  your 
town  down? 

State  Farm  has  a  “how  to  stop  it”  kit  that  more 
than  1,500  communities  have  used  in  local  crime 
prevention  programs.  It  could  help  your  town  get 
such  a  program  started ...  or  it  may  give  you  ideas 
for  a  story  or  two  on  the  subject.  For  a  free  Crime- 
fighter  kit,  call  us  at  309-662-2845  or  write  to: 


Media  Information  Service 
Public  Relations  Department 
State  Farm  Insurance  Companies 
One  State  Farm  Plaza 
Bloomington,  IL  61701 
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Judges’  dispute  puts 
La.  daily  in  spotlight 


SCARBOROUGH 

RESEARCH 

Congratulates  the 
Newspaper  Industry 
on  its  Completion 
of  the  First 
Multi-Market 
Newspaper  Study. 

SCARBOROUGH  RESEARCH 

has  carried  out  many 
syndicated  newspaper 
audience  studies,  and 
understands  the  magnitude 
of  the  tasks  involved, 
including: 

•  Representative  Telephone 
Sampling 

•  Quality  Controlled 
Interviewing 

•  Accurate  Data  Processing 

•  Valid  Audience 
Measurements 

•  On-line  Data  Access 

•  Reach  &  Frequency 
Analysis 

•  On-time  Reporting 

•  Client,  Advertiser  and 
Agency  Rapport 

We  look  forward  to  working 
with  the  newspaper  industry 
on  its  continuing  plans  for 
improving  and  expanding  the 
multi-market  study. 

Harold  Israel 

President 

Jay  M.  Cohen 

Executive  Vice  President 

Melville  J.  Weiss 
Vice  President,  Research  Dir. 

SCARBOROUGH 
RESEARCH  CORPORATION 

10  East  40th  Street 
New  York,  New  York  10016 
(212)  889-5290 


By  Andrew  Radolf 

The  newsroom  of  the  Alexandria  Town 
Talk,  which  normally  accommodates  a 
ten  person  editorial  staff,  became  home 
to  reporters  from  all  over  the  country  as 
the  media  flocked  to  town  to  cover  the 
showdown  on  January  15  between  a 
Louisiana  state  judge  and  a  federal  judge 
over  school  busing. 

To  get  around  the  desegregation  order, 
the  girls’  parents  had  transferred  custody 
of  their  daughters  to  residents  who  lived 
within  the  Buckeye  School  zone. 

Reporters  hurried  to  Alexandria  as 
news  of  the  impending  showdown 
spread. 

John  Skipper,  assistant  managing  edi¬ 
tor  of  the  38,000  daily  Town  Talk,  said 
reporters  for  the  New  York  Times, 
Washington  Post,  Philadelphia  Inquirer, 
Cleveland  Plain  Dealer,  Atlanta  Con¬ 
stitution,  Miami  Herald,  Time,  News¬ 
week,  and  the  New  Orleans  bureaus  of 
AP  and  UPI  trooped  into  the  paper’s 
newsroom  to  avail  themselves  of  its  facili¬ 
ties. 

“As  long  as  they  didn’t  disrupt  our  day 
to  day  news  operation,  we  extended  the 
courtesies  of  our  newsroom  to  them,’’ 
Skipper  said.  “We  enjoyed  meeting  fel¬ 
low  journalists.  It  was  a  friendly  rather 
than  a  competitive  relationship.’’ 

He  remarked  the  national  coverage 
“just  scratched  the  surface  of  what  has 
been  a  continuing  story  down  here.  It’s 
far  more  complex  than  a  disagreement  of 
two  judges.  It  involves  a  lot  of  schools 
and  thousands  of  people.’’ 

Skipper  said,  “Regardless  of  people’s 
personal  feelings,  the  overwhelming 
majority  have  complied  with  the  deseg¬ 
regation  plan.  There  has  been  no  trouble 
in  terms  of  violence.  No  arrests.” 

He  added  “many  facets”  of  the  deseg¬ 
regation  order  have  been  appealed  to  the 
United  States  Fifth  Circuit  Court  of 
Appeals  in  New  Orleans. 

“All  the  attention  of  the  national  media 
is  on  the  judge’s  squaring  off,”  Skipper 
commented.  “The  local  media  concen¬ 
trated  on  the  impact  of  the  plan  on  peo¬ 
ple’s  lives  and  the  continuing  court  rul¬ 
ings  and  appeals.” 

Skipper  did  not  think  the  national 
media  distorted  events. 

“They  covered  what  they  thought  was 
the  most  interesting  part  of  the  story,  a 
difference  of  opinion  over  constitutional 
rights.  The  clash  between  two  different, 
legitimate  philosophies  gave  the  national 
media  enough  to  work  with  and  sort  out .  ’  ’ 
Skipper  is  responsible  for  the  Town 
Talk’s  day  to  day  news  operation.  Cover¬ 
ing  the  9  A.M.  court  hearing  on  January 


15  gave  him  some  special  problems  since 
the  deadline  for  the  paper’s  first  edition  is 
9:30  A.M.  with  an  11  A.M.  press  start. 

The  Alexandria  Court  House  has  only 
one  telephone  “readily  available”  for  re¬ 
porters,  Skipper  noted.  With  the  place 
destined  to  be  mobbed  during  the  hear¬ 
ing,  another  way  to  relay  copy  from  the 
court  to  the  newsroom  had  to  be  found. 

“The  master  stroke”  in  making  the 
first  edition.  Skipper  said,  was  “early  in 
the  morning  we  parked  a  company  car 
with  a  radio  as  close  as  we  could  to  the 
court  house.  Reporters  could  sit  in  the 
car,  watch  what  was  happening,  and  tell 
us.  We  were  getting  an  on  the  scene  re¬ 
port  for  our  rewrite  people.” 

Skipper  stated  using  a  radio  saved  addi¬ 
tional  time  since  reporters  did  not  have  to 
take  notes  first  before  sending  their  in¬ 
formation. 

Town  Talk  had  dispatched  three  repor¬ 
ters  from  its  news  staff  of  10  and  two 
photographers  to  cover  the  court  hearing 
and  demonstrations. 

The  reporters  radioed  back  enough  in¬ 
formation  for  a  40  inch  front  page  story  in 
the  first  edition  and  another  story  inside. 

The  photographers,  who  took  turns 
photographing  and  transporting  film  back 
to  the  paper,  had  two  pictures  on  the  front 
page  and  two  on  the  inside  for  the  first 
edition. 

By  the  second  edition,  which  has  a 
12:30  P.M.  deadline  and  a  2  P.M.  press 
start,  the  Town  Talk  was  ready  to  go  with 
two  stories  and  two  photos  for  the  front 
page,  and  two  stories  and  a  full  page  of 
pictures  inside. 

“It  really  proved  a  point  to  me  of  what 
you  can  do  when  you  consider  all  the 
possibilities,”  Skipper  commented  of  the 
Town  Talk’s  handling  of  its  court  house 
coverage.  Ron  Grant  (metro  editor)  and  I 
started  planning  on  Monday  (January 
12).” 

Skipper  said  during  the  entire  deseg¬ 
regation  story,  which  began  last  August, 
“Almost  everyone  on  our  news  staff  has 
been  involved  in  covering  it.  They’re  all 
on  call,  and  they  responded  enthusiasti¬ 
cally.  We’ve  offered  full  coverage:  analy¬ 
sis,  editorials,  features,  pictures,  and 
news  almost  daily.” 

The  court  hearing  on  January  15  ended 
with  a  compromise. 

Judge  Scott  did  not  find  Judge  Lee  and 
the  others  in  contempt.  Instead,  he  issued 
an  order  requiring  Judge  Lee  and  the 
girls’  parents  to  file  with  the  court  by  9 
A.M.  January  19  their  written  intent  to 
enroll  the  teenagers  at  Jones  Street 
School  for  the  spring  semester. 
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ADVERTISEMENT 


ACCURACY  IN  MEDIA 

Jack  Anderson's 
Opium  War 


By  Reed  Irvine 

WASHINGTON— Syndicated  col¬ 
umnist  lack  Anderson  wrote  in  his  January 
2, 1981  column  "there's  a  silver  lining  to 
the  dark  cloud  of  Soviet  aggression  in 
Afghanistan:  Afghan  opium  farmers  have 
been  too  busy  fighting  the  Russian  invad¬ 
ers  to  harvest  crops." 

Anderson  revealed  the  contents  of  a 
classified  Drug  Enforcement  Administra¬ 
tion  report  on  Afghanistan  and  narcotics. 
DEA,  he  said,  "is  delighted  that  the  Rus¬ 
sians  have  interfered  with  the  annual 
Afghan  opium  harvest." 


"Get  this  straight,"  Abe  Azzam,  Direc¬ 
tor  of  the  Special  Action  Office  for  South¬ 
west  Asia  Heroin  told  Accuracy  in  Media. 
"I  assure  you  that  I  am  not  at  all  delight¬ 
ed"  about  the  situation.  The  fact  is,  Azzam 
said,  that  the  Soviet  invasion  and  the  fall  of 
the  Shah  of  Iran  have  greatly  complicated 
American  drug  traffic  control  operations. 

Azzam  said  that  the  Anderson  column 
was  accurate  enough  in  its  direct  quotes 
from  the  secret  report,  the  leak  of  which 
Azzam  is  investigating.  But  the  contents  of 
it  as  presented  are  out  of  context  and  mis¬ 
leading,  he  said.  Anderson  quoted  the  re¬ 
port  as  saying  that  "Afghanistan  tradi¬ 
tionally  has  been  a  significant  producer  of 
illicit  opium  and  hashish  in  Southwest 
Asia,"  which  Azzam  confirmed.  He  said 
that  Iran,  Pakistan  and  Afghanistan  pro¬ 
duce  60  per-eent  of  the  world's  opium.  In 
1979,  these  countries  are  estimated  to 
have  produced  1600  metric  tons  of 
opium,  but  Afghanistan's  share  was  only 
300  tons.  Pakistan  with  700  tons  and  Iran 
with  600  tons  present  a  much  larger 
problem. 

Yes,  Azzam  told  AIM,  the  fighting  in 
Afghanistan  has  curtailed  opium  produc¬ 
tion  somewhat,  but  that  most  definitely 
has  not  been  due  to  any  deliberate  Soviet 
intention  to  reduce  drug  traffic.  "The 
Soviets  have  cracked  down  on  smuggling 
to  cut  off  the  supply  of  guns  and  other 
supplies  to  the  freedom  fighters — and  in 
the  process,  strictly  as  a  by-product,  inter¬ 
fered  with  drug  smuggling.  The  same  thing 
is  happening  in  the  area  where  the  Iran- 
Iraq  war  is  taking  place.  Just  the  presence 
of  military  troops  has  an  inhibiting  effect 
on  illegal  activities. 

The  DEA  official  said  that  the  fact  is  that 


there  has  been  no  reduction  in  the  heroin 
supply  in  this  country.  The  Iranians  have 
more  than  made  up  for  any  reduction  in 
the  supply  from  Afghanistan.  Azzam  said 
that  it  takes  less  than  1 00  tons  of  opium  to 
meet  the  requirements  of  the  drug  addicts 
in  America  and  Europe.  Legal  uses  of 
opium  here  and  in  Europe  require  700  to 
900  tons  a  year.  The  pr^uction  in  West¬ 
ern  Asia  alone  is  more  than  ample  to  satis¬ 
fy  both  the  legal  and  illegal  demand. 
Azzam  estimates  that  this  area  had  surplus 
production  of  about  500  tons  in  1 979,  an 
amount  well  above  the  entire  production 
of  Afghanistan. 

Iran  Is  Now  A  Problem 

Since  the  fall  of  the  Shah  two  years  ago, 
U.S.  drug  control  officers  have  had  serious 
problems  with  an  increased,  uncontroll¬ 
able  flood  of  narcotics.  Azzam  blames  the 
"arrogant  opportunism"  of  the  Iranians  in 
the  United  States.  "The  huge  Iranian 
population  here  maintains  contacts  with 
Iran,  and  they  are  taking  advantage  of  the 
excess  supply  of  heroin  in  Iran  and  the 
good  market  in  the  U.S. — plus  the  ease  of 
smuggling  it  in." 

Until  April,  1980,  when  the  U.S.  se¬ 
vered  relations  with  Iran,  there  was  free 
travel  for  Iranians  between  the  two  coun¬ 
tries.  Students  were  used  as  couriers  for 
most  of  the  heroin,  Azzam  said.  "When 
relations  were  severed,  the  drug  rings  lost 
their  highly  effective  mature  couriers,  but 
by  then  they  had  highly  sophisticated  op¬ 
erations  set  up  and  could  easily  shift  their 
modus  operandi." 

Far  from  applauding  the  Soviet  occupa¬ 
tion  of  Afghanistan,  Azzam  wants  them 
out.  "Before  the  Soviet-backed  coup  there 
in  late  1 978,"  he  said,  "we  had  excellent 
rapport  with  the  Afghan  authorities.  Same 
with  the  Shah's  government.  All  American 
agencies  had  excellent  rapport — not  just 
DEA.  Now  we  have  no  presence  at  all.  And 
we're  very  upset  about  it." 

"Any  reduction  in  the  opium  crop  in 
Afghanistan  is  not  going  to  have  any  effect 
on  the  open  market,"  Azzam  repeated. 
"The  Iranians  are  more  than  making  up  for 
it.  And  don't  forget,  there  is  also  Mexican 
heroin  and  Asian  heroin." 

Azzam  said  that  he  was  angered  and 
frustrated  by  the  Anderson  column.  "It 
aids  and  abets  and  lends  comfort  to  Soviet 
aggression  and  is  inimical  to  American  in¬ 
terests." 


ACCURACY  IN  MEDIA  is  a  weekly 
column  available  from  Accuracy  in 
Media,  Inc.  (AIM).  AIM  also  distri¬ 
butes  a  600-word  weekly  column, 
"Media  Monitor,"  which  critiques  TV 
and  radio  news  reporting.  These  col¬ 
umns  are  available  at  nominal  cost. 

AIM  also  publishes  a  semi¬ 
monthly  newsletter,  the  AIM  Report. 
This  deals  with  serious  cases  of  error, 
distortion  and  omission  in  news  re¬ 
porting.  You  will  find  in  the  AIM  Re¬ 
port  significant  stories  that  you 
won't  get  from  the  AP,  UPl  or  other 
news  services.  It  is  must  reading  for 
journalists  dedicated  to  accurate  re¬ 
porting.  It  costs  only  $15  a  year. 

AIM  also  provides  experienced, 
provocative  speakers  for  confer¬ 
ences,  clubs  and  seminars  free  of 
charge,  as  well  as  guests  for  TV  and 
radio  talk  shows. 

For  any  of  these  services  use  the 
coupon  below  or  call  Bernie  Yoh, 
(202)  783-4406. 


Ad  scene 


By  Dan  Lionel 


Blair’s  Hemm  rebuts  coupon  critic 


In  his  letter  to  Editor  &  Publisher 
(page  9,  January  10)  Bill  Nigut,  a  Chicago 
advertising  consultant,  takes  issue  with 
John  Blair  Marketing’s  president,  Robert 
A.  Hemm,  who  went  flat  out  for  increas¬ 
ing  use  of  couponing  (Ad  scene,  Decem¬ 
ber  13). 

As  author  of  a  study,  conducted  by 
himself,  Nigut  predicted  in  E&P  (Novem¬ 
ber  22)  that  the  coupon  boom  is  going  to 
burst.  Furthermore,  Nigut  said  newspap¬ 
ers  will  be  better  off  without  coupons  as 
“it  will  give  them  an  unparalled  oppor¬ 
tunity  to  attract  a  good  portion  of  dollars 
presently  committed  to  television.” 

Acknowledging  that  relatively  few 
coupons  were  used  by  the  76%  of  house¬ 
holds  that  a  Nielsen  study  showed 
accepted  coupons,  Hemm  said  that  “de¬ 
spite  couponing’ s  wide  acceptance,  the 
logical  selective  nature  of  American  con¬ 
sumers,  who  justifiably  use  only  the 
coupons  they  want,  when  they  want,  re¬ 
sults  in  a  redemption  range  from  2%-30% 
with  an  overall  average  of  approximately 
5%-10%.  Couponing  is,  in  fact,  the  high¬ 
est  rating  response  technique.  .  .  con¬ 
siderably  higher  than  most  mail  order, 
self-liquidating  premiums,  refunds, 
sweepstakes,  contests,  etc.” 

Hemm  reiterated  his  stand  that 
couponing  as  a  major  sales  promotion 
tool  will  continue  to  expand  in  ever  wide¬ 
ning  areas  of  marketing.  “Big  Macs,  ra¬ 
dial  tires,  a  gallon  of  paint,  airline 
coupons,  will  not  be  the  end  of  the  wider 
variety  you  will  see  in  the  80’s  and 


beyond,”  he  said.  “What  has  really  hap¬ 
pened  to  couponing  is  simply  a  popularity 
expansion  that  many  marketers  didn’t 
predict.  In  the  future  you  will  see  more 
coupons  and  refunds  and  a  continued 
wave  of  creative  variations  as  well  as  im¬ 
provements  in  handling  and  control 
(security). 

“Use  of  scanner  coded  coupons  will 
improve  the  couponing  world  and  ulti¬ 
mately,  as  supermarkets  install  more  uni¬ 
versal  code  (UPC)  equipment,  a  UPC 
code  printed  on  the  coupon  could  be 
cross  checked  with  purchases  of  corres¬ 
ponding  products. 

“In  fact,  a  series  of  pilot  studies  con¬ 
ducted  by  Adtel’s  ‘SAMSCAN’  in  Port¬ 
land,  Maine,  (where  over  80%  of  the  groc¬ 
ery  volume  can  be  read  by  scanner  equip¬ 
ment)  showed  an  immediate  increase  in 
sales  the  week  following  Sunday  news¬ 
paper  delivery.  .  .  the  ultimate  measure 
of  couponing’s  value  for  both  the  retailer 
and  the  manufacturer.” 

Questioning  Nigut’s  assertion  that 
newspapers  would  actually  benefit  from 
couponing’s  demise,  Hemm  noted:  “It 
looks  like  the  special  combination  of 
advertising  and  couponing  represents  a 
prime  example  of ‘synergism’  at  its  best. 
It  has  been  known  for  years  that  in  most 
cases,  the  addition  of  a  coupon  to  a  print 
advertisement  will  increase  its  read¬ 
ership. 

“In  fact.  Starch  readership  studies  of 
A/B  copy  split  tests  provide  specific 
results.  .  .  (Note  example  from  G.F. 


Gainburgers  ad.)  Now,  based  on  the 
‘SAMSCAM’  sales  date  used  to  track  a 
John  Blair  Marketing  insert  in  Portland, 
there  is  clear  indication  that  the  combina¬ 
tion  of  a  coupon  within  an  ad  results  in 
immediate  sales  greater  than  those 
accounted  for  by  coupons  redeemed. 

“In  the  fast  food  field,  the  effect  of 
couponing  is  even  more  tangible  and  im¬ 
mediate  since  a  coupon  brings  in 
measureable  increases  in  traffic.  The  re¬ 
sults  from  an  April  insert  for  Arby’s  were 
fairly  typical.  The  average  outlet  was  up 
20%  in  sales  over  the  previous  four  weeks 
and  15%  in  customer  counts.” 

Hemm  said  that  “newspapers  have 
been  the  recipient  of  well  over  half  of  the 
coupon  advertising  for  many  yars  and, 
more  recently,  since  the  advent  of  Sun¬ 
day  inserts,  their  share  has  grown  to 
approximately  77%.  Far  from  a  fall-off, 
the  trend  that  has  emerged  in  the  last  few 
years  is  the  considerably  increased  in¬ 
terest  and  involvement  in  couponing’s 
problems  and  opportunities  by  high  level 
management.  The  industry  needs  that 
kind  of  involvement.  Coupons  have  in¬ 
deed  come  a  long  way  and  they’ll  be  even 
better  for  both  the  marketer  and  the  con¬ 
sumer  in  the  years  ahead.” 

Joint  coupon  offers 
$25  rebate  on  washer 

A  joint  promotional  program  involving 
Maytag  with  Lever  Brothers’  dishwasher 
“all”  couponing  a  $25  refund  on  the 
purchase  of  a  Maytag  dishwasher  will  run 
during  the  first  four  months  of  1981. 

>  Newspaper  advertising  is  scheduled 
for  key  markets,  which  are  not  covered 
by  tv  commercials.  Lever  Brothers  said. 

The  promotion  combines  the  use  of 
coupons  and  factory  rebates  in  a  mutual 
promotion  involving  the  largest  consum¬ 
er  coupon  offer  in  dishwasher  “all”  his¬ 
tory.  The  refund  requires  a  Maytag  proof- 
of-purchase  and  a  coupon  from  a  box  of 
“all”  or  from  an  ad  on  the  promotion. 

The  promotion  is  timed  to  stimulate 
dishwasher  sales  in  advance  of  the  antici¬ 
pated  beginning  of  an  upturn  in  appliance 
sales  projected  for  later  1981. 

Maytag  or  Lever  will  sponsor  four- 
color  print  ads  in  magazines  and  co¬ 
produce  television  commercials 
announcing  the  tie-in  and  the  refund  offer 
and  scheduling  them  to  run  in  virtually  all 
major  markets  in  February  and  March. 

Watch  account 

Timex  Corporation  has  named  Ruder 
&  Finn,  Inc.  as  public  relations  counsel 
for  product  publicity  and  marketing  sup¬ 
port.  Paul  Kulavis,  director  of  marketing, 
said  the  initial  thrust  of  the  program  will 
be  to  stimulate  trade  and  consumer  in¬ 
terest  in  the  new  1981  Gold  Q  quartz  ana¬ 
log  watch  collection.  Adele  Shainblum, 
senior  vicepresident  for  the  agency  will 
handle  the  account. 
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Coupons  in  Print  Acivertising 

•  Study  of  matched  pairs 

•  Identical  ads  with  coupon  vs.  without  coupon 


STARCH  READERSHIP  SCORES 


AD  WITH  COUPON 


Noted 
Assoc. 
Read  Most 


57% 

40 

12 


AD  WITHOUT  COUPON 

43% 

28 

2 


Advortising  studie'  ot  ad^  wild  and  without  coupons,  generally  show 
t.:)uponing  can  increasu  readnrship. 
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Mutual  Insurance  Company  Limited,  of  Hamilton,  Bermuda 


STRIKE 

INSURANCE 

The  time  of  the  year  has  come  when  publisher  members  of  ANPA 
should  be  reviewing  their  labor  relations  problems  with  the  view  in 
mind  toward  purchasing  strike  insurance  to  help  defeat  the  econo¬ 
mic  power  which  unions  will  apply  to  them  at  the  collective  bar¬ 
gaining  table.  On  May  15  each  member  of  ANPA  United  States, 
Canada  or  elsewhere  will  have  the  application  for  strike  insurance 
mailed  from  Bermuda  to  the  person  named  by  the  individual  pub¬ 
lisher  to  receive  same.  Note  that  all  applications  must  be  received 
in  Bermuda  by  overseas  airmail  in  the  return  envelope  provided 
no  later  than  Friday,  June  26,  1981.  As  you  may  recall,  the  strike 
program  can  only  be  entered  once  a  year.  It  is  effective  from  12:01 
a.m.  July  1,  1981  to  12  midnight  June  30,  1982. 

It  should  be  noted  that  already  in  this  strike  year  there  have 
been  three  major  strikes  covered  by  this  policy  in  widely  separated 
parts  of  the  United  States  which  have  resulted  in  substantial 
claims  being  paid.  This  does  not  count  the  many  strikes  which  have 
befallen  ANPA  members  not  covered  by  the  policy. 

As  noted  in  prior  ads,  the  programs  of  libel  and  First  Amend¬ 
ment  insurance  are  open  for  entry  365  days  a  year  and  they  con¬ 
tinue  to  be  the  only  per  occurence,  non-aggregate  policies  of  insur¬ 
ance  offered  in  this  field  by  anyone.  Interestingly  enough  First 
Amendment  Case  No.  20  came  into  being  January  15,  1981.  There 
are  presently  282  insureds  in  that  program.  It  is  obvious  that  the 
program  is  being  used. 

Again  it  should  be  noted  that  these  twenty  law  suits  have  origin¬ 
ated  in  every  part  of  the  United  States  and  judges  still  have  not 
learned  to  have  open  courtrooms  to  administer  justice  on  behalf  of 
our  people.  We  believe  that  this  is  the  best  weapon  that  publishers 
have  to  carry  out  their  public  trust  to  protect  the  interests  of  the 
people  of  the  United  States  in  this  field. 

The  Mutual  Insurance  Company 
of  Hamilton  Bermuda 

Inrhjrling 

Territorial  Insurance  Company  Limited,  United  Insurance  Company  Limited, 
Potomac  Insurance  Company  Limited,  and  Mutual  Reinsurance  Company  Limited. 


P.  O.  BOX  1179,  HAMILTON  5,  BERMUDA 
(Send  all  mail  via  OVERSEAS  AIRMAIL)  (809)  292-7633 


Newspeople  in  the  news 


PHILIP  L.  KING,  retail  advertis¬ 
ing  manager  at  the  Havraii  News¬ 
paper  Agency,  became  advertising 
manager  with  responsibility  for 
directing  all  advertising  operations 
of  the  agency  in  a  realignment  of 
duties  for  department  executives. 
King  has  been  retail  ad  manager 
since  1971 .  He  began  in  1952  as  a 
salesman  for  the  Honolulu  Adver¬ 
tiser,  working  for  the  paper  until 
the  formation  of  HNA  in  1962. 


JACK  L.  BUTLER,  senior  vicepresident  of  the  Fort 
Worth  Star-Telegram,  retired  this  month  after  a 
37-year  career  with  the  newspaper.  Beginning  as  a 
reporter  in  January  of  1943,  Butler  worked  con¬ 
tinuously  at  a  variety  of  editorial  posts  with  excep¬ 
tion  of  U.S.  Navy  service  during  World  War  II.  He 
did  not  reach  his  long-time  ambition  of  being  man¬ 
aging  editor  but  instead  over-reached  it  in  1962 
when  he  moved  up  from  news  editor  and  assistant 
managing  editor  of  the  evening  edition  to  editor,  a 
post  he  held  until  1975.  Then  after  recovery  from 
heart  surgery,  Butler  became  vicepresident/editor 
with  duties  largely  in  community  relations.  A  year 
ago,  he  was  named  senior  vicepresident. 


Bob  Ashley  is  the  newly  named  Caro¬ 
lina  Living  editor  for  the  Charlotte  (N  .C. ) 
Observer,  succeeding  STUART  Dim.  who 
left  to  become  deputy  Long  Island  editor 
for  Newsday.  GlL  Thelen  succeeds 
Ashley  as  city  editor  and  deputy  metro¬ 
politan  editor. 

Ashley  joined  the  Observer  in  1976 
from  the  Raleif>h  Times,  where  he  was 
city  editor.  Thelen.  an  assistant  metropo¬ 
litan  editor  and  government  editor,  has 
been  with  the  newspaper  since  1 978  when 
he  moved  from  the  Cliiea^o  Daily  News 
Washington  bureau. 

*  *  * 

Cecil  Scaglione  has  moved  from 
financial  writer,  San  Diego  (Calif.)  Un¬ 
ion,  to  manager  of  corporate  communica¬ 
tions,  Pacific  Southwest  Airlines  and 
Carl  Cannon,  from  Union  education 
writer,  to  general  assignment,  San  Jose 
(Calif.)  Mercury  News. 


LEE  DIRKS 
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Promotions  in  the  advertising  depart¬ 
ment  of  the  Hawaii  Newspaper  Agency 
newly  announced  include:  Charlotte 
Phillips,  who  moved  from  classified 
advertising  manager  to  retail  advertising 
manager;  Bob  D.  Moore,  from  advertis¬ 
ing  special  features  to  a  new  combined 
position  of  promotion  manager/advertis¬ 
ing  special  features  manager  in  charge  of 
public  service  activities,  special  features 
and  HNA  promotional  advertising; 
Mona  Yoshitake,  from  supervisor  of 
classified  telephone  sales  to  manager  of 
classified  advertising. 

♦  *  * 

James  E.  Toolen,  a  former  sales  rep¬ 
resentative  for  The  Record,  Hackensack, 
N.J.,  was  appointed  retail  regional  sales 
manager.  The  move  marks  a  second- 
career  success  for  Toolen,  who  transfer¬ 
red  to  the  advertising  staff  from  the  pro¬ 
duction  department  six  years  ago  under 
the  paper’s  retraining  program.  With  the 
newspaper  20  years,  Toolen  originally 
was  a  Linotype  operator  and  printer.  He 
will  be  responsible  for  supevision  of  half 
of  The  Record’s  retail  sales  force,  sharing 
the  helm  with  Joseph  L.  Failla. 

*  *  * 

Tim  Callahan  was  appointed  News¬ 
paper  in  Education  Consultant  to  the 
Florida  Department  of  Education,  suc¬ 
ceeding  Martha  Van  Camp.  Callahan 
was  an  English  teacher  in  upstate  New 
York  and  worked  as  a  reporter  with  the 
Dunkirk  (N.Y.)  Evening  Observer. 


CHARLES  C.  HAYES  is  the  newly 
named  retail  advertising  manager 
of  The  Record,  Hackensack,  N.J. 
Hayes,  a  1 4-year  veteran  with  the 
paper,  leaves  a  10-year  post  as 
The  Record's  coordinator  of  coop¬ 
erative  advertising  during  which 
time  all  advertising  and  sales  train¬ 
ing  programs  at  the  newspaper 
have  included  training  in  co-op. 
Hayes  began  as  a  retail  advertising 
salesman.  Succeeding  Hayes  as  co¬ 
op  coordinator  is  Robert  DiCarlo, 
a  1 5-year  veteran  with  The  Record. 


Donald  F.  Riesett  was  elected 
senior  vicepresident  ofW.B.  Donnerand 
Company,  Baltimore.  He  joined  Donner 
in  1979,  returning  to  his  native  Baltimore 
after  10  years  in  New  York  with  Benton  & 
Bowles. 

*  *  * 

Three  administrative  promotions  in  the 
Denver  Post  circulation  department  in¬ 
clude: 

Bill  Faltermeier,  a  32-year  veteran 
in  circulation,  assumed  the  newly  created 
position  of  assistant  circulation  director. 
Frank  Keller,  with  the  Post  since 
1955,  took  over  as  manager  of  city  cir¬ 
culation.  Assuming  Faltermeier’s  va¬ 
cated  county  circulation  manager  posi¬ 
tion  is  Walter  Osborn,  a  county  super¬ 
visor  since  1960. 

♦  *  ♦ 

Donald  L.  Bernier  was  named  city 
circulation  manager  of  the  Worcester 
(Mass.)  Telegram  and  Gazette.  He  joined 
the  newspapers  in  1977. 

*  *  * 

Sherie  Gale  was  named  sales  de¬ 
velopment  manager  by  Knight-Ridder 
Newspaper  Sales.  Inc.,  New  York.  Mrs. 
Gale  was  assigned  additional  responsibil¬ 
ity  for  developing  new  concepts  for  sell¬ 
ing  the  newspaper  medium  and  will  also 
retain  her  present  responsibility  as 
national  sales  manager  for  Adams.  Inc., 
an  alternate  delivery  service.  Prior  to 
joining  KRNS,  she  was  with  the  Miami 
Herald. 
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Son  succeeds  father 

Stephen  A.  Rogers,  editorial  director 
of  the  Syracuse  Newspapers  for  three 
years,  is  the  new  editor  and  publisher.  He 
succeeds  his  father,  Stephen  Rogers,  who 
continues  as  president  of  The  Herald 
Company,  corporate  parent  of  the 
Herald-Journal,  Herald-American,  and 
Post-Standard.  Syracuse  Newspapers 
are  part  of  the  Newhouse  group. 

The  younger  Rogers  started  his  news¬ 
paper  career  as  a  classified  advertising 
salesman  for  the  Post-Standard  while 
attending  Syracuse  University  and  then 
moved  to  the  editorial  department  as  a 
reporter.  Subsequently,  he  joined  the 
news  department  of  the  Miami  Herald 
and  returned  to  Syracuse  in  1977  to  take 
over  editorial  department  direction  of  the 
Post-Standard  and  the  Herald-Journal. 

This  marks  the  second  time  in  the  104- 
year  history  of  the  Herald-Journal  that  a 
son  takes  over  for  his  father.  In  1936, 
Edward  A.  O’Hara  became  publisher  of 
the  then  Syracuse  Herald,  succeeding  his 


in  Syracuse 


Stephen  A.  Rogers 

82-year-old  father,  Edward  Henry 
O’Hara,  who  had  guided  the  newspaper 
32  years.  The  elder  O’Hara  had  taken 
over  following  the  death  of  founder 
Arthur  Jenkins  in  1903.  Bud  O’Hara  re¬ 
tired  at  age  70,  to  be  succeeded  by 
Stephen  Rogers. 


Kenneth  J.  Carr,  publisher  of  the 
Montgomery  County  (Texas)  Daily 
Courier,  Waller  County  News-Citizen 
and  Humble  News-Messenger,  has  been 
promoted  to  the  newly  created  position  of 
general  manager  of  the  Attaway  News¬ 
paper  Group,  Houston.  He  will  supervise 
publishers  of  the  group’s  newspapers  in 
the  Houston  metropolitan  and  suburban 
areas. 

Carr  promoted  Daily  Courier  executive 
editor  Barbara  Fredricksen  to  pub¬ 
lisher  of  that  paper  and  general  managers 
Chuck  McCulough  and  Howard 
Alden  to  publishers  of  the  News-Citizen 
and  News-Messenger,  respectively. 
Alden  also  will  be  publisher  of  the  newly 
acquired  Kingwood  Observer. 

*  *  ♦ 

Larry  St.Cyr,  formerly  accounting 
manager  of  the  Camden  (N.J.)  Courier- 
Post,  was  promoted  to  controller  of  the 
Muskogee  (Okla.)  Daily  Phoeni.x  and 
Times-Democrat.  Both  are  Gannett 
papers. 


CONGRESS 


Legislative  programs  launched  to  change, 
or  preserve,  the  American  way  of  life  are 
transformed  in  the  labyrinth  of  Congress. 
Only  experienced,  shrewd  observers  can 
explain  how,  and  why. 

los  Angefes  Imes-MAshingfon  Post 
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Howard  L.  Hoffmaster,  former  city 
editor  of  the  Lincoln  (Neb.)  Star,  became 
the  editor  of  the  Racine  (Wis.)  Journal 
Times  in  December.  He  succeeded  Dean 
Conklin,  who  left  in  October  to  become 
editor  of  news  relations  for  the  Montana 
Power  Co.,  in  Butte.  Hoffmaster,  with 
the  Star  since  1975,  has  worked  for  Lee 
Enterprises  in  several  posts.  The  Journal 
Times  is  owned  by  Lee. 

♦  *  ♦ 

Thomas  K.  Peeling  has  become  edi¬ 
tor  of  the  Pocono  Record,  Stroudsburg, 
Pa.,  succeeding  Deborah  Enyeart, 
who  was  promoted  to  editor  of  the  Port 
Jer\is  (N.Y.)  Union-Gazette.  She  is  the 
first  woman  to  take  charge  of  a  newsroom 
in  the  Ottaway  Newspapers. 

* 

Jerry  Laphan  was  named  assistant 
production  manager  of  the  Suburban 
Newspaper  Group  Newspapers,  Cherry 
Hill,  N.J.  He  has  been  with  the  newspap¬ 
ers  14  years  primarily  as  production  cam¬ 
eraman. 


John  Flanagan  was  named  director 
of  design  and  graphics  at  The  News- 
Journal  Company,  Wilmington,  Dela¬ 
ware.  Flanagan  has  been  with  the  paper 
10  years. 

Other  appointments  include: 

Robert  Casey,  with  the  paper  since 
1975,  was  named  special  projects  editor. 
Walt  Rykiel,  on  the  staff  nine  years, 
was  named  executive  features  editor. 
Hal  Bodley,  sports  editor,  has  added 
responsibilities,  reporting  directly  to  the 
executive  editor.  William  Tudor,  a  14- 
year  veteran  on  the  staff,  became  execu¬ 
tive  news  editor.  Eleanor  Shaw,  with 
the  newspaper  since  1970,  was  named 
business  editor. 

*  *  * 

Don  Norman,  general  manager  of  the 
Natchez  (Miss.)  Democrat,  has  been 
named  publisher  of  the  Atmore  (Ala.) 
Advance. 

*  *  * 

Marino  A.  Parascenzo,  assistant 
sports  editor  of  the  Pittsburgh  Post- 
Gazette,  has  been  selected  by  the  Uni¬ 
versity  of  Pittsburgh’s  department  of  En¬ 
glish  as  the  first  visiting  assistant  profes¬ 
sor  of  journalism  for  the  Winter  term.  The 
newspaper  and  the  English  department 
established  the  position  to  give  journal¬ 
ism  students  a  chance  to  study  with  work¬ 
ing  professionals.  All  editors  and  repor¬ 
ters  of  the  Post-Gazette  are  eligible  to 
apply. 


Bruce  E.  Barnett  has  been  promoted 
to  Manager,  Central  Region  of  North 
American  Sales,  it  was  recently  an¬ 
nounced  by  Abitibi-Price  Sales  Corpo¬ 
ration,  New  York. 

A  graduate  of  the  University  of 
Illinois,  Mr.  Barnett  joined  the  Abitibi 
Paper  Company  in  1963  as  a  sales 
representative.  He  became  District  Of¬ 
fice  Manager  for  Abitibi’s  Western  Re¬ 
gion  in  1968,  and  later  served  as 
Senior  Sales  Representative  out  of 
both  the  Chicago  and  Des  Plaines  of¬ 
fices  of  Abitibi-Price. 

/Ibitibi-Price 

“  SALES  CORPORATION 

45  Rockefeller  Plaza,  New  York,  N  .Y.  10111 
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REVIEWING  a  copy  of  the  Philadelphia  Bulletin's  new  supplement  "Your 
Career"  at  a  kick-off  party  held  at  Philadelphia's  Warwick  Hotel  on  January 
5  are  (left  to  right):  George  Griffin  of  Davis  Advertising,  Mary  Fritz  of 
Nationwide  Advertising,  Carl  Wiberg,  Bulletin  classified  advertising  mana¬ 
ger,  and  N.S.  (Buddy)  Hayden,  Bulletin  president  and  publisher. 

Classified  ads  published 
in  Sunday  magazine  format 


Philadelphia  Bulletin  will  add  a  new 
supplement  to  its  Sunday  editions,  begin¬ 
ning  January  25. 

The  section,  entitled  Your  Career,  will 
be  in  magazine  format  and  will  include 
news  of  employment  conditions  and 
opportunities  on  both  local  and  national 
levels,  as  well  as  the  complete  Help 
Wanted  advertising  listings. 

“This  is  the  first  comprehensive 
careers  section  in  the  country  to  appear 
on  a  weekly  basis,”  said  Bulletin  classi¬ 
fied  advertising  manager  Carl  Wiberg.  He 
noted  that  other  newspapers  around  the 
country  offer  similar  features,  but  only  on 
an  annual  or  semi-annual  basis. 

Wiberg  indicated  that  while  the  section 
will  be  of  value  to  readers  in  all  areas  of 
employment.  Your  Career  will  be  espe¬ 
cially  geared  toward  professionals  and 
skilled  workers.  “We  want  to  reach  those 
people  who  may  not  be  looking  for  new 
jobs  right  now,”  he  said,  “but  who  still 
want  to  know  what’s  happening  in  the 
employment  market.” 

The  editorial  content  of  Your  Career 
will  cover  a  wide  range  of  employment- 
related  subjects,  according  to  editor  Wal¬ 
ly  Gordon.  Topics  such  as  business 
trends,  the  job  outlook  for  recent  college 
graduates,  economic  fluctuations,  and 
articles  tailored  to  specific  industry 
groups  will  be  included. 

Your  Career  is  the  result  of  a  year-long 
research  effort  on  the  part  of  Bulletin 
advertising  executives,  recruitment  agen- 
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cies  and  industry  groups  in  the  Phi¬ 
ladelphia  area  and  other  parts  of  the 
country. 

“It’s  the  culmination  of  a  vast  amount 
of  input  from  all  areas  of  employment 
expertise,”  Wiberg  said. 

This  is  the  second  major  section  added 
to  the  Sunday  Bulletin  in  the  past  few 
months.  Television  Sports,  a  supplement 
devoted  exclusively  to  sports  events 
appearing  on  television,  made  its  debut  in 
the  paper  last  September  21. 

Mace  promoted 
national  ad  mgr. 

Three  appointments  within  the  adver¬ 
tising  department  at  the  Seattle  Times 
were  announced  by  Robert  E.  Hallowell, 
vicepresident  of  sales  and  marketing. 

James  T.  Mace  was  named  national 
advertising  manager;  Clifford  L.  Butler 
was  named  assistant  to  the  advertising 
manager;  and  Gregory  D.  Bennett,  retail- 
sales  manager. 

Mace,  40,  joined  the  Times  in  1957.  He 
has  held  various  posts,  including  national 
advertising  sales,  research  manager, 
manager  of  new  business;  and  he  has 
been  assistant  to  the  advertising  manager 
since  1977. 

Mace  and  Butler  will  report  to  James  T. 
Dillon,  advertising  manager.  Bennett  will 
report  to  Steve  Hawes,  retail  advertising 
manager. 


N.Y.  News  expands 
zoned  preprints 

New  York  Daily  News  advertising  rep¬ 
resentatives  will  soon  carry  the  message 
to  preprint  insert  accounts  that  the  news¬ 
paper  will  become  an  even  more  power¬ 
ful — and  economical — product-mover 
when  ZIM  areas  expand  from  27  to  37. 

The  improvement  in  the  already  popu¬ 
lar  Zoned  Insert  Marketing  program  in¬ 
troduced  by  the  News  five  years  ago  will 
be  in  full  swing  March,  according  to 
News  director  of  advertising  Arthur  E. 
Wible. 

“Rising  postal  rates  continue  to  chal¬ 
lenge  our  advertisers,”  Wible  said. 
“That’s  why  the  expansion — which  will 
intensify  the  refinement  and  penetration 
of  ZlM’s  impact  in  Queens,  Brooklyn, 
Manhattan,  the  Bronx  and  Westches¬ 
ter — will  be  well  received. 

“The  original  intent  of  ZIM,”  Wible 
continued,  “was  to  give  retail  and  nation¬ 
al  advertisers  an  opportunity  to  benefit 
from  our  Sunday  distribution  by  getting 
their  inserts  into  the  hands  of  consumers 
who  constitute  their  specific  market  with¬ 
in  the  total  New  York  city  and  suburban 
market. 

“It  was  tremendously  successful; 
progressively,  advertisers  have  made 
ZIM  an  important  element  in  their  overall 
marketing  strategies.  A  record  560  inserts 
ran  in  our  Sunday  product  last  year.” 

Thank  you  ad 
run  by  Yoko  Ono 

Yoko  Ono  turned  to  newspapers  all 
over  the  world  to  say  thank  you  to  fans 
around  the  globe  who  sent  her  condo¬ 
lences  after  the  shooting  death  of  her  hus¬ 
band,  former  Beatle  John  Lennon,  and 
contributed  over  $100,000  to  the  couple’s 
philanthropic  organization.  Spirit  Found¬ 
ation. 

Ono  expressed  her  gratitude  in  an  open 
letter  dated  January  1 1 .  The  letter  ran  as  a 
full  page  ad  January  17  in  the  New  York 
Times,  Los  Angeles  Times,  Washington 
Post,  Toronto  Star,  Sunday  Times  of 
London,  International  Herald-Trihune, 
Asahai  Shimhun  in  Tokyo,  Japan, 
Dimanche  Matin,  in  Paris,  France,  and 
Welt  Am-Sonntag,  in  Hamburg,  West 
Germany. 

The  ad  was  placed  through  Geffen  Re¬ 
cords  for  whom  the  couple  recorded  Dou¬ 
ble  Fantasy,  Lennon’s  last  album. 

The  total  cost  of  the  ads  came  to  well 
beyond  the  $100,000  sent  in  by  Lennon’s 
fans. 

Full  page  ads  at  the  open  line  rate  cost 
over  $20,000  each  in  the  New  York 
Times,  International  Herald-Tribune, 
and  Washington  Post.  A  full  page  in  the 
Los  Angles  Times  runs  more  than 
$15,000. 
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The  Market  Guide  that’s  loaded  with 
FACTS  YOU  NEED  for  planning  your  marketing 
and  promotion  programs: 

The  Hewi98i  Edition  ot 

Editor  &  Publisher 
Markel  Guide 

■  Essential  facts  on  more  than  1,600  U.S.  and  Canadian 
newspaper  markets . . .  data  on  14  vital  factors. 

■  1981  estimates  of  population,  income,  retail  sales  for 
3,228  counties,  1,600  daily  newspaper  cities. 


. . .  featuring  1981  RETAIL  SALES  ESTIMATES  based 
on  the  latest  Census  of  Retail  T rade  data  _ _ 


The  1981  E&P  Market  Guide  includes  g 
data  on  all  U.S.  counties  and  newspaper  1 
markets,  all  Canadian  provinces  and  ) 

newspaper  markets  ...  the  newest  sales 
data  available,  and  on  more  sales 
classifications  than  any  other  pub¬ 
lication,  too!  Provides  facts  on  9 
retail  sales  classifications,  with 
number  of  outlets.  1981  Household  and 
income  figures  are  the  latest  you’ll 
find  in  any  publication  at  this  time! 

INFORMATION 

LIKE  THIS  is  at  your  fingertips  in  the 
1981  EDiTOR  &  PUBLISHER 
MARKET  GUIDE 

For  over  50  years  marketing  executives  have 
depended  on  the  EDITOR  &  PUBLISHER 
MARKET  GUIDE  because  it  is  the  only  single 
source  of  information  on  14  key  factors  for 
making  marketing  decisions. 

,  The  new  1981  edition  brings  you  up-to-date 
facts  you  need  for: 

•  Market  planning  and  selection 

•  Planning  advertising  programs  1 

•  Setting  sales  quotas  I 

•  Selecting  chain  store  locations  J 

•  Planning  merchandising  programs  I 

•  Selecting  plant  and  warehouse  I 

locations 


V'  @ 


»®SISS. 
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FOR  QUICK  REFERENCE  . . . 

The  EDITOR  &  PUBLISHER  MARKET 
GUIDE  brings  you  up-to-date  data 
for  1,600  newspaper  markets  on 
these  14  key  factors: 


Locations 
Transportation 
Population 
Households 
Banks,  deposits 
Electric  Meters 
Gas  Meiers 
Auto  registrations 


Principal 
industries 
Climate 
Tap  Water 
Shopping  Centers 
Retail  outlets 
Newspaper  and 
circulation 


PLUS: 

Tables  of  1981  estimates  on  population,  income 
households,  farm  income  in  9  categories  for 
all  states  and  provinces  in  all  U.S.  counties  and 
cities  where  daily  newspapers  are  published. 

List  of  standard  U.S.  Statistical  Metropolitan  areas. 
Complete  directory  of  national  newspaper 
representatives  with  personnel. 

Exclusive  Market  Guide  maps  showing  location 
of  all  U.S.  and  Canadian  daily  newspaper  cities. 

MORE  USEFUL  MARKET  DATA  THAN  YOU’LL  FIND 
IN  ANY  OTHER  SINGLE  MARKETING  SOURCE! 


^  Market  Guide  Department 
31  EDITOR  &  PUBLISHER 
J  575  Lexington  Avenue.  New  York.  NY  10022 

I  Please  send  us: 

_ copies  at  $35  each  (One  to  four  copies) 

_ copies  at  $30  each  (Five  or  more  copies) 

_  $45  a  copy  outside  U.S.  and  Canada 

I  (  )  Payment  enclosed  (check  must  accompany  order.) 


Over  500  pages 

'  of  exclusive  information^ 

$35  per  copy 
$30  each 

on  order  of  5 
or  more  copies 


New  York  residents  add  appropriate  tax 


Fair  trial  compromised: 


Ripper  news  coverage 
brings  stern  warnings 


By  M.L.  Stein 

While  still  smarting  from  the  lashing 
they  took  during  coverage  of  the  reputed 
Prince  Charles-Lady  Diana  romance,  the 
London  news  media  are  again  the  object 
of  official  condemnation  over  their  hand¬ 
ling  of  a  major  story. 

The  incident  involved  the  capture  of  a 
suspect  in  the  “Yorkshire  Ripper”  series 
of  rapes  and  murders.  Peter  Sutcliffe,  a 
35-year-old  truck  driver,  was  arrested 
January  2  while  sitting  in  a  car  with  a 
prostitute  in  Sheffield’s  red  light  district. 
On  January  5,  he  was  brought  into  court 
in  nearby  Dewsbury  and  was  charged 
only  with  the  murder  of  Jacqueline  Hill,  a 
Leeds  University  student,  who  was  the 
latest  victim  of  the  Ripper. 

(Under  British  law,  when  a  person  is 
charged  with  a  crime,  only  his  name,  age, 
and  address  and  the  charge  may  be 
printed.  When  the  person  appears  in 
court,  the  only  additional  information 
that  can  be  used  normally  is  the  name  of 
the  magistrate,  defense  and  prosecuting 
counsel,  the  evidence  and  the  magis¬ 
trate’s  decision.  It  is  contempt  of  court, 
for  example,  to  report  what  the  person 
was  wearing.) 

Police  caused  a  furor  by  holding  a  press 
conference  before  Sutcliffe’s  arraign¬ 
ment  in  court  and  leaked  the  story  that 
they  believed  they  had  caught  the  Ripper 
and  even  supplied  the  man’s  name  before 
they  charged  him.  The  euphoric  tone  of 
the  conference  created  the  impression 
that  the  Ripper  crimes  had  been  solved 
with  Sutcliffe’s  arrest. 

This  freed  newspapers  to  publish 
almost  anything  they  saw  fit  to  use.  Their 
only  restraint  was  the  fear  of  libel  should 
the  man  either  not  be  charge  or  be  tried 
and  found  not  guilty.  The  afternoon  New 
Standard  ran  Sutcliffe’s  picture  the  day 
before  his  arraignment.  The  Daily  Sun 
and  the  Daily  Star  disclosed  his  name  the 
following  morning. 

The  next  day,  more  than  100  press  and 
broadcast  personnel  virtually  took  over 
the  public  seating  in  the  small  courtroom 
where  Sutcliffe,  his  head  covered  with  a 
blanket,  was  hustled  in  along  a  bank  of 
television  and  still  photographers. 

At  the  same  time,  enraged  citizens 
were  yelling  for  the  suspect’s  blood  as 
police  fought  to  keep  them  back. 

The  BBC  provided  detailed  coverage 
of  the  arraignment  and  film  footage  of  any 
angry  crowd  shouting  and  trying  to  break 
through  police  lines.  But  BBC  did  not 
explain  what  the  crowd  was  angry  about. 

In  other  British  publications,  the  con¬ 
nection  between  Sutcliffe  and  the  mass- 


murderer  dropped  from  sight.  Some  pap¬ 
ers,  including  the  Times  of  London,  simp¬ 
ly  said  that  a  truck  driver  had  been 
charged  with  murder  in  the  death  of  a 
student.  Other  papers  referred  to  the 
arrest  as  having  been  made  by  the  “Rip¬ 
per  Squad”  or  by  “police  hunting  the 
Yorkshire  Ripper.”  The  domestic  news 
agency  Press  Association  covered  the 
Ripper  story  bullishly  up  to  the  moment 
Sutcliffe  was  indicted.  From  then  on,  it 
backed  off. 

The  uproar  produced  a  classic  free 
press  V.  fair  trial  issue  in  Britain.  Two 
days  after  the  court  confrontation,  the 
nation’s  solicitor  general.  Sir  Ian  Perciv- 
al,  wrote  to  newspaper  editors  and  radio 
and  tv  executives,  reminding  them  of 
their  legal  responsibilities  in  reporting  the 
Sutcliffe  case. 

He  emphasized  “the  vital  principle, 
embodied  in  English  law,  that  a  man  ac¬ 
cused  of  a  crime,  however  serious,  is  pre¬ 
sumed  to  be  innocent  and  is  entitled  to  a 
fair  trial.” 

Sir  Ian  expressed  concern  about  the 
publicitiy  given  the  “Ripper”  case,  not¬ 
ing  “the  responsibility  which  the  law 
accordingly  places  upon  editors  in  cir¬ 
cumstances  such  as  the  present.” 

The  solictor  general  said  he  was  writing 
on  behalf  of  the  attorney  general  who  had 
received  “several  complaints  from  pri¬ 
vate  citizens  and  a  government  minister 
about  the  way  events  in  Dewsbury  were 
being  reported.” 

Sir  Ian  advised  editors  he  would  dis¬ 
cuss  the  news  stories  of  the  case  with  the 
attorney  general  but  he  asked  them  to 
take  care  that  future  reports  about  Sutc¬ 
liffe  “will  minimize  the  risk  of  prejudicing 
a  fair  trial.” 

His  warning  came  as  Parliament  was 
considering  a  new  contempt  bill.  Under 
its  provisions,  the  risk  of  contempt  would 
begin  at  the  moment  of  arrest  or  the  issue 
of  an  arrest  warrant.  Under  existing  Brit¬ 
ish  law,  contempt  starts  to  run  at  the  time 
when  a  charge  is  “imminent,”  a  defini¬ 
tion  the  news  organizations  have  found 
confusing. 

However,  a  Fleet  Street  editor  con¬ 
ceded  that  some  British  media  could  be 
liable  for  contempt  over  the  Sutcliffe 
coverage  if  the  government  wanted  to 
press  a  case. 

Television  also  gave  the  story  a  big 
play.  In  one  instance,  reporters  held  on- 
air  interviews  with  two  prostitutes,  one  of 
whom  was  with  Sutcliffe  when  he  was 
seized.  This  is  rare  in  English  journalism. 

Sir  Ian’s  was  not  the  only  voic‘d  raised 
over  the  Sutcliffe  story.  Thomas  McNal¬ 


ly,  a  Labor  M.P.,  complained  of  “lynch- 
mob  journalism”  in  a  letter  to  Home 
Secretary  William  Whitelaw.  He  asked 
Whitelaw  to  consult  law  officers  to  see  if 
the  press  had  followed  rules  and  guide¬ 
lines  in  covering  Sutcliffe’s  arrest. 

McNally,  who  reportedly  had  the  back¬ 
ing  of  several  other  M.P.’s,  declared  that 
“lynch-mob  journalism  should  never 
play  a  part  in  the  British  judicial  process. 

1  wonder  if  the  British  media  will,  on  re¬ 
flection,  consider  their  behavior  to  be 
compatible  with  the  standards  required 
for  the  rule  of  law  to  prevail.” 

As  it  did  in  the  Prince  Charles  story,  the 
Press  Council  acted  following  express¬ 
ions  of  official  displeasure  over  media 
performance. 

The  day  after  Sir  Ian  and  McNally’s 
statements,  the  Council  announced  an  in¬ 
quiry  into  the  events  surrounding  Sut¬ 
cliffe’s  court  appearance.  Council  Direc¬ 
tor  Kenneth  Morgan  said  it  would  make 
no  public  comment  on  the  matter  until 
legal  proceedings  had  been  completed. 

Interviewed  by  E&P,  Morgan  said  it 
was  “pure  coincidence”  that  the  Coun¬ 
cil’s  investigations  into  the  Lady  Diana 
and  Sutcliffe  stories  occurred  after  offi¬ 
cial  protests. 

“Nevertheless,  he  continued,  “if  there 
is  a  complaint  from  Parliament  it’s  a  fair 
indication  that  the  matter  is  of  some  con¬ 
cern  and  we  would  weigh  that  factor.” 

A  Fleet  Street  editor  described  the 
Press  Council  as  a  “bunch  of  wets,” 
adding  that  it  was  quite  common  for  it  to 
be  activated  by  official  pressure. 

“The  Press  Council  should  spend  more 
time  protecting  press  freedom  than  res¬ 
tricting  it,”  he  commented.  “Someone  is 
always  complaining  about  what  appears 
in  the  newspapers.  This  is  a  hard,  com¬ 
petitive  business.” 

Ronald  Gregory,  chief  constable  for 
West  Yorkshire,  defended  the  news  con¬ 
ference  held  by  his  officers. 

“It  was  necessary,,”  he  said,  “to  hold 
a  press  conference  to  clarify  the  informa¬ 
tion  which  already  had  come  into  the  pos¬ 
session  of  certain  press  representatives 
and  to  ensure  that  an  accurate  statement 
was  delivered  simultaneously  to  the  press 
and  other  media. 

“The  object  was  to  dispel  speculation 
and  to  indicate  that  a  serious  charge  was 
imminent.  Nothing  was  said  by  the  police 
at  the  conference  which  might  impede  or 
prejudice  the  trial  of  the  accused  man.” 

The  Times  did  not  agree.  In  addition,  it 
went  along  with  media  critics  who 
thought  the  press  had  gone  too  far  in  re¬ 
porting  the  Sutcliffe  break. 

In  a  January  7  editorial,  the  Times 
asserted:  “The  press  and  television  have 
little  to  be  proud  of  in  their  treatment  of 
the  arrest  and  subsequent  charge  for  mur¬ 
der  of  Mr.  Sutcliffe.  Rarely  in  modern 
times  can  the  media  in  general  have  acted 
with  such  disregard  for  the  law  and  the 
fundamental  tenets  of  British  justice.” 

(Continued  on  page  47) 
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The  newspaper  also  blamed  the  police  J 
for  holding  the  news  conference,  calling 
their  handling  of  it  “irresponsible.” 

Other  Fleet  Street  newspapers  took  a 
different  view.  ^ 

Roy  Wright,  deputy  editor  of  the  New  ^ 
Standard,  told  E&P  he  felt  justified  in 
running  Sutcliffe’s  picture  because  of  the  t 
magnitude  of  the  story  and  the  fact  that  he  f 
had  received  no  police  request  not  to  use  ‘ 
it. 

The  London  media  also  have  been  hit  * 
by  other  criticism  in  recent  days.  Queen  ‘ 
Elizabeth  scolded  the  press  for  allegedly  * 
harassing  her  and  other  members  of  the 
Royal  Family  during  their  New  Y ear  holi-  * 

day  at  Sandringham  in  Norfolk.  A  rumor  ' 
that  Lady  Diana  Spencer  was  to  have  ' 
been  at  the  estate  drew  more  than  a  dozen 
photographers  to  the  grounds.  At  one  ' 
point,  the  queen  shouted:  “I  wish  you 
would  go  away.” 

Her  press  secretary  Michael  Shea,  who 
had  complained  previously  about  media 
coverage  of  the  reported  link  between  the 
prince  and  Lady  Diana,  asked  Fleet 
Street  editors  to  restrict  coverage  of  San¬ 
dringham,  pointing  out  that  the  queen 
was  there  on  holiday,  with  no  official  en¬ 
gagements  scheduled. 

On  January  9,  the  same  time  as  the 
Sutcliffe  story  was  boiling,  the  Press 
Council  upheld  a  complaint  that  the  Daily 
Mail  had  harassed  the  family  of  a  heart- 
transplant  donor.  It  rejected  a  second 
complaint  that  a  Mail  reporter  had  tried  to 
obtain  information  without  disclosing 
that  she  was  a  journalist. 

The  Council  said: 

“The  press  are  rightly  anxious  to  obtain 
and  publish  information  which  should  be 
disclosed  in  the  public  interest.  Where, 
however,  proper  arrangements  can  be 
made  to  spare  individuals  under  stress  or 
grief  the  strain  of  repeated  inquiries, 
newspapers,  press  and  broadcasting 
organizations!  should  be  prepared  to 
cooperate  in  them — even  when  here  is  a 
firm  statement  from  those  who  might 
otherwise  be  harassed  that  they  wish  to 
say  nothing.” 

News  editors  named 

United  Press  International’s  foreign 
editor  Gerard  Loughran  has  announced 
appointment  of  Allen  Alter  as  night  editor 
and  Gerald  P.  Nadler  as  overnight  editor 
on  the  foreign  news  desk.  Alter  is  re¬ 
sponsible  for  laying  down  the  foreign 
news  report  for  morning  newspapers,  and 
Nadler  sets  out  the  report  for  afternoon 
newspapers. 

Alter  was  Jerusalem  correspondent 
four  years  until  he  returned  to  New  York 
in  1978  and  joined  the  general  desk  as 
editor,  moving  a  year  later  to  the  cables 
desk  as  editor.  Nadler  worked  for  several 
New  England  papers,  including  the  Bos¬ 
ton  Record  American  and  the  Boston 
Herald  before  joining  UPI. 
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Dismissed 
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suited  in  any  law  suits  against  the  Daily 
News. 

The  editor  said  he  preferred  to  have  a 
consumer  columnist  who  worked  full 
time  for  the  paper  and  over  whom  he 
could  exercise  more  editorial  control. 

As  for  Gonzalez’s  series,  Spencer  de¬ 
fended  it  as  being  “as  sound  as  the  1925 
dollar.  An  awful  lot  of  work  was  done  in 
conjunction  with  several  health  experts.” 

“The  fact  he  criticized  the  series  is  fine 
by  us.  We  deal  in  opinion  here,”  the  edi¬ 
tor  commented,  saying  if  he  fired  every 
columnist  who  ever  criticized  the  Daily 
News  he  would  “be  up  to  my  eyebrows  in 
empty  desks.” 

Denenberg  will  begin  writing  a  column 

UPI  appoints 

United  Press  International  has 
announced  a  number  of  bureau  manager 
and  news  editor  changes. 

Joan  Mower  was  appointed  Boston 
newscenter  editor  for  New  England  and 
she  is  being  succeeded  as  South  Carolina 
editor  at  Columbia  by  Stephen  M.  Hagey . 
Mower  will  report  to  Ronald  W.  Riech- 
mann,  who  was  elevated  from  newscen¬ 
ter  editor  to  general  news  editor  for  New 
England  last  month.  Hagey  served  as  re¬ 
gional  executive  for  Georgia  and  South 
Carolina. 

Earl  F.  Flowers  was  appointed  Con¬ 
necticut  news  editor  and  Hartford  bureau 
manager,  moving  from  Nebraska  state 
editor  in  Lincoln. 

Ron  Koehler  is  the  newly  appointed 
manager  of  the  Grand  Rapids,  Michigan, 
bureau,  succeeding  Mary  A.  Dempsey, 
who  resigned  to  attend  graduate  school  at 
the  University  of  Michigan. 

Bruce  Nichols,  a  staff  member  of  the 
Houston  bureau,  became  manager  of  the 
bureau,  replacing  Steven  P.  Reed,  who 
transferred  to  London. 
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five  times  a  week  for  Philadelphia’s  other 
evening  tabloid.  The  Journal. 

Before  he  became  a  Daily  News  col¬ 
umnist,  Denenberg  wrote  for  the  Phi¬ 
ladelphia  Bulletin.  He  left  the  Bulletin 
when  the  Daily  News  offered  him  “four 
or  five  times  more  than  I  was  getting.” 

Denenberg  first  began  to  achieve 
notoriety  when  he  was  insurance  com¬ 
missioner  of  Pennsylvania  from  1971  to 
1974.  He  championed  consumers’  rights 
by  requiring  insurance  companies  to 
write  policies  in  everyday  language  and 
by  issuing  a  series  of  shoppers'  guides  on 
insurance  and  health  care. 

Denenberg  holds  two  law  degrees,  one 
each  from  Harvard  and  Creighton  Uni¬ 
versities,  and  a  doctorate  in  economics. 
He  was  a  professor  of  insurance  at  the 
University  of  Pennsylvania’s  Wharton 
School  of  Commerce  and  Finance. 

Ad  manager  named 

Diane  Broch  joined  the  Oakland 
(Calif.)  TribunelEastbay  Today  as  retail 
advertising  manager.  SI  <.  was  major 
accounts  manager  for  the  Hayward 
(Calif.)  Daily  Review,  Fremont  Argus, 
and  Tri-Valley  Herald  &  News,  Sparks 
Newspapers,  from  January,  1976,  to 
December,  1980.  Earlier,  Broch  was  an 
advertising  representative  for  the  Pough¬ 
keepsie  (N.Y.)  Journal. 

CIRCULATION 

REVELATIONS 

Circulation  operations 
are  forever  in  motion. 
They  do  not  stand  still  to 
be  counted.  Thus,  many 
see  them  as  just: 

“a  bag  of  worms.” 

LET  US  EXPLAIN 

Our  free  booklet,  “Cir¬ 
culation  in  the  Bag”  iden¬ 
tifies  a  multitude  of  factors 
that  build  or  hamper  circu¬ 
lation  growth  and  its  con¬ 
tribution  to  the  bottom 
line. 

LIKE  TO  SEE  IT  ^ 


Free  on  Request  to 

Cyrus  H.  Favor,  Creative  Dir. 
CIRCULATION  RESEARCH 
GROUP 

38  Vacation  Lane, 

W.  Yarmouth,  Mass.  02673 
Phone:  617-775-0532 

Or  to  Administrative  Office 


A  Hick«vA4itch«ll  Co.  Sorvict 
4242  Lindtll  Boulavwd 
St.  Louil,  MiMOuri  63108 
ia(XK}2Sa2S8  or 
3144S2-I414 


EQUIPMENT  NEWS  SECTION 

Edited  by  EARL  WILKEN 


Increased  production  volume 
forces  mailroom  redesign 


The  St.  Petersburg  (Fla.)  Times  and 
Evening  Independent  found  itself  in  a  per¬ 
plexing  state  of  affairs.  For  at  least  five 
years  production  volume  was  growing  at 
an  enormous  rate  and  the  two  dailies  were 
inundated  with  millions  of  inserts,  adv¬ 
ance  sections,  and  job  products. 

The  condition  created  bottlenecks  in 
the  mailroom,  caused  delays  in  distribu¬ 
tion,  and  consumed  every  square  foot  of 
storage  space.  It  also  challenged  produc¬ 
tion  management  to  devise  ways  out  of  or 
around  the  dilemma. 

Solutions  were  not  simple.  Extra  space 
was  unavailable.  More  equipment  would 
have  to  fit  with  the  workflow.  Additional 
manpower  would  create  more  confusion. 

Despite  such  obstacles,  the  newspaper 
has  prevailed.  It  found  a  way  to  revamp 
the  mailroom,  staying  within  the  confines 
of  the  original  department.  “We  have 
taken  a  dramatic  leap  towards  resolving 
our  problem,”  declares  John  L.  Irvin, 
assistant  operations  manager. 

Part  of  that  leap  involves  EDS-IDAB 
equipment,  some  of  which  represents 
new  mailroom  technology.  Another  piece 
is  reconfiguration  of  equipment  layout, 
which  enabled  a  sharp  division  between 


press  and  insert  operations.  The  final  part 
of  the  revision  was  consolidation  of  stor¬ 
age  space,  for  a  net  gain  of  nearly  5,000 
square  feet. 

This  is  an  account  of  the  before  and 
after  of  the  situation. 

Three  factors  contributed  to  the  Times 
and  Independent  mailroom  condition:  (1) 
rising  daily  and  Sunday  circulations;  (2)  a 
10%  yearly  gain  of  inserted  products;  and 
(3)  a  huge  influx  of  commercial  Job  work 
of  longer  runs.  It  added  up  to  a  whopping 
50  million  pieces  of  press  and  inserted 
products  which  had  to  be  handled  each 
month. 

Circulation  of  the  morning  Times  aver¬ 
ages  250,000,  while  the  Evening  Indepen¬ 
dent  approximates  45,000.  The  Sunday 
paper  bulges  to  over  300,000  in  the  winter 
months.  Virtually  all  stuffing  is  done  in- 
house  and  everything  is  bulk  delivered  to 
15  substations.  Street  vendor  copies  (ab¬ 
out  35,000)  are  assembled  in  the  plant  for 
special  distribution. 

While  the  two  papers  prudently  plan¬ 
ned  building  expansions  over  a  25-year 
period,  decisions  were  based  on  growth 
in  numbers  of  presses.  “We  did  not  fully 
(Continued  on  page  50) 


IGC  sets  program 
on  pagination 

The  Institute  for  Graphic  Communica¬ 
tion,  continuing  its  series  of  intensive, 
small-group  conferences  in  graphic  com¬ 
munications  technology  and  marketing, 
will  present:  Automated  Pagination  Sys¬ 
tems.  New  development  and  trends  in 
electronic  make-up  and  page  layout  sys¬ 
tems  for  both  text  and  graphics. 

The  conference  is  scheduled  for  Febru¬ 
ary  1,2,3,  1981,  Ramada  Inn,  Florida. 
Chairman  of  the  conference  will  be  David 
H.  Goodstein,  Inter/Consult. 

The  purpose  of  the  conference  has 
been  described  as:  printing  and  pub¬ 
lishing  in  the  1980s  will  see  an  escalation 
of  the  rapid  change  in  production  techni¬ 
ques  brought  about  by  digital  computers. 
One  of  the  major  issues  for  vendors  and 
users  is  development  and  adoption  of  cost 
effective  pagination.  Many  of  the  re¬ 
quired  component  technologies  are  now 
available  including  laser  platemakers, 
scanners,  text  perfection  systems  and  in¬ 
teractive  type/graphic  screens. 

Sessions  will  be  held  on  the  following 
subjects:  Overview  of  Pagination  Tech¬ 
nology;  The  Evolution  of  Automated 
Composition  and  Pagination  Systems; 
Analysis  of  Current  Pagination  Systems 
and  Products;  Analysis  of  Hard  Copy 
Output  Alternatives;  The  Challenges  and 
Opportunities  in  the  80’s  for  Electronic 
Scanning  and  Pagination  Systems;  The 
Hastech  PagePro  System;  The  Crosfield 
Magnascan  570  Electronic  Page  Com¬ 
position  System;  The  HELL  Chromacom 
System  for  Electronic  Full-Page  Make¬ 
up;  Sci-Tex  RESPONSE  300  System; 
Automatic  Illustrated  documentation 
Systems;  Pagination  Trends  for  the  Fu¬ 
ture. 

Further  information  on  this  conference 
may  be  obtained  from:  Ricard  D.  Murray, 
director  of  conferences.  Institute  for 
Graphic  Communication  Inc.  375  Com¬ 
monwealth  Avenue,  Boston,  Massa- 
cusetts  02115.  Telephone:  617-267-9425. 

Nylon  filament  twine 
minimizes  lint 

B.H.  Bunn  Co.  has  introduced  a  new 
nylon  filament  tying  machine  twine  that 
costs  up  to  30%  less  than  conventional 
cotton  or  polyester  twines.  It  has  a  knot 
strength  equivalent  to  an  8  ply  twine 
(201bs.)  with  a  yield  of  a  6  ply  twine. 

The  new  twine  minimizes  lint  accu¬ 
mulation  and  is  guaranteed  in  Bunn  tying 
machines.  The  material  has  a  high  degree 
of  elasticity. 
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first  6  Goss  Urbanite  units  so  much 
thevnowhave?2. 
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El  Heraldo  de  Mexico  started  in  1%5 
with  a  6-unit  Goss  Urbanite  press. 
Today,  14  years  later,  their  72-unit 
installation  (which  includes  S 
three-color  units  and  8  folders)  is  the 
largest  in  Mexico  City.  And  the 
laigest  Urbanite  installation  in  the 
world  with  almost  2%  of  the  world’s 
4,000  installed  Urbanite  units. 

The  reason  for  this  unswerving 
Urbanite  loyalty  is  easy  to  explain, 
according  to  the  newspaper’s 
subdirector,  Oscar  Alarcon  V.  “Our 
prepurchase  research,”  he  said, 
“showed  that  this  sin^e- width, 
semicylindrical  press  was  unmatched 
in  speed  and  printing  quality,  and  that 


it  was  superior  in  equipment  versa¬ 
tility,  price  and  quality.  Over  the 
years,  we  found  all  these  advantages 
to  be  forthcoming.  The  most 
important  Urbanite  features,  to  us, 
are  its  ease  of  operation,  its  liigh 
40,000  pph  average  speed,  and  its 
color  flexibility. 

“In  our  highly  competitive 
market,”  continued  Alarcon,  “color 
is  of  particular  importance.  Even  with 
the  large  amount  we’re  using,  though, 
we’ve  been  able  to  keep  our 
pressroom  waste  down  to  2%. 

“All  in  all,  if  we  were  confronted 
with  the  same  decision  today,  we’d 
again  choose  the  Urbanite.  We’re 


counting  on  it  to  help  double  our 
circulation  in  the  years  to  come.” 

For  more  information,  contact 
Goss  Newspaper  Printing  Products, 
Graphic  Systems  Division,  O 

RockweU  International,  3100  S. 
Central  Ave.,  Chicago,  IL  60650. 
Phone:  312/656-8600. 

The  Goss  systems  solution 
to  printing  production. 


Rockwell 

International 


...where  science  gets  dowm to  business 


Production 

(Continued  from  page  48) 


comprehend  the  accumulating  insert 
volume,”  says  Irvin.  “The  mailroom  was 
intended  to  move  production  straight  out 
the  door  and  as  a  place  to  house  advance 
section  and  insert  packages.  We  simply 
ran  out  of  room.” 

Art  Counts,  mailroom  superintendent, 
elaborates:  “There  was  a  multiplicity  of 
problems,  the  main  one  of  which  was  lack 
of  storage  space.  The  areas  used  for  stor¬ 
age  were  badly  broken  up  and  we  reached 
the  point  of  being  unable  to  stage  all  the 
inserts  needed  for  a  given  day’s  paper.  It 
meant  a  lot  of  double  handling  and  con¬ 
taminated  regular  production. 

“Because  of  the  chopped  up  effect,  the 
department  required  five  supervisors  for 
each  of  the  work  groups.  There  were  ex¬ 
tremely  long  conveyor  runs  to  the  inser¬ 
ters  and  again  to  the  loading  dock.  Final¬ 
ly,  mailing  machinery  was  about  ten 
years  old  and  the  state  of  the  art  had 
passed  it  by.” 

The  revamping  process  started  in  mid 
1979.  It  included  the  creation  of  eight 
EDS-IDAB  tie  lines,  three  of  which  are 
backed  up  through  a  switching  arrange¬ 
ment.  Six  tie  lines  at  three  inserters  were 
installed  together  with  EDS-IDAB  flat 
belt  conveyor  to  allow  direct  passage  of 
inserted  packages  to  the  loading  dock. 

The  arrangement  makes  possible 


fully  automatic  ...gas  operated 

m  Gas  operated  seat . . .  adjusts  with 
single  fingertip  control 

■  Back  inclination  adjusts  automatically 

■  Ultimate  in  comfort 

■  Realistically  priced 

■  Snap-on  arms  optional 

Call  or  write 
for  details. 

MIDWEST  PUBUSHERS 
SUPPLY  COMPANY 

4640  N.  Olcoft  Avenue,  Chicago.  IL  60656 
Telephone:  (312)  867-4646 
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NIOSH  reports  no  radiation 
hazard  to  VDT  users 

The  Hazard  Evaluations  and  Technical  development  of  her  child  in  utero. 
Assistance  Branch  of  NIOSH  reported  From  the  60-80  VDTs  in  use  at  the  pap- 
(TA  80-105-757)  in  October  of  1980  that  er,  a  sample  (35)  of  terminals  was  selected 
levels  of  ionizing  and  nonionizing  radia-  on  a  random  basis  of  both  ionizing  and 
tion  emitted  from  video  display  terminals  nonionizing  types.  The  survey  was  car¬ 
at  the  Lexington  (Ky.)  Herald-Leader  ried  out  on  August  12-13,  1980. 
were  below  the  standards  and  in  most  The  NIOSH  report  said  the  VDT  (those 
cases  below  the  detection  capability  of  in  use  at  the  newspaper  included  Hewlett 
the  testing  instruments.  The  report  said  Packard,  Ontel,  Beehive,  Raytheon  and 
there  was  no  radiation  hazard  to  the  em-  Systems  Integrated)  may  produce  several 
ployes  working  on  or  near  the  terminals,  types  of  electromagnetic  radiation  de- 
The  report  included  the  statement,  pending  upon  the  operating  characteris- 
“Also,  since  the  levels  are  very  low  and  tics.  Low  energy  X-rays  may  be  gener- 
in  most  cases  not  detectable,  there  is  no  ated  by  the  cathode  ray  tube  and  electro¬ 
radiation  hazard  from  the  VDT  to  the  de-  nic  damper  circuits.  Ultraviolet  (UV), 
veloping  embryo  or  fetus.”  visible,  and  infrared  (IR)  radiation  may  be 

Management  of  the  newspapers  re-  emitted  from  the  screen  face  depending 
quested  on  August  11,  1980,  that  the  on  the  phosphor  used.  Certain  electronic 
NIOSH  organization  evaluate  the  poten-  components  and  circuits  may  produce 
tial  radiation  hazards  from  video  display  radiofrequency  (RF)  radiation.  To  per- 
terminals.  At  least  one  female  employe  at  form  a  complete  radiation  survey,  several 
the  newspaper  organization  who  was  pre-  instruments  are  required  to  measure  the 
gnant  expressed  concern  about  the  possi-  different  radiation  types  which  may  be 
ble  effects  of  radiation  exposure  on  the  emitted  by  the  VDT. 

agrees  that  the  Beitveyor  is  a  superior 
way  to  move  a  newspaper  stream  over  a 
long  distance.  Ralph  Imhof,  maintenance 
superintendent,  says  that  if  the  feeding 
stream  is  good  the  Beitveyor  stream  will 
cause  no  problems.  “It’s  as  straight  as 
you  want  it  even  at  speeds  of  200  fpm,” 
he  adds. 

Imhof  also  agrees  the  Beitveyor  has  a 
low  maintenance  record.  He  points  out 
there’s  little  that  can  go  wrong.  Even  the 
fractional  horsepower  motors  at  regular 
intervals  are  easily  replaceable. 

The  lack  of  vibration  in  the  system  is 
considered  by  many  as  important  to  the 
conveying  of  inserted  packages.  Since  in¬ 
serts  are  less  apt  to  move  during  transit, 
bundle  quality  would  be  vastly  improved. 

The  Beitveyor  serves  another  purpose, 
one  which  is  particularly  important  to  the 
offset-printed  Times  and  independent. 
Irvin  explains: 

“Offset  papers  are  very  susceptible  to 
marking.  Because  of  the  water  used  in  the 
process,  the  heavier  ink  deposited,  and 
wide  usage  of  color  they  are  prone  to 
smearing  as  they  are  conveyed  from  the 
folder  to  the  stacker. 

“Much  of  this  condition  ordinarily  is 
attributed  to  the  pressures  exerted  by 
wire  conveyors  used  in  most  newspaper 
plants.  Ink  will  transfer  easily  from  one 
paper  to  the  next.  That’s  why  we  opted  to 
gripper  conveyors  on  many  of  the 
streams. 

“But  the  cost  of  180  feet  of  gripper 
conveyors  would  have  been  very  high,  so 
we  investigated  other  means.  The  idea  of 
a  flat  belt  conveyor  that  would  retain  the 
stream  was  appealing.  We  rationalized 
that  by  the  time  the  papers  covered  such 
(Continued  on  page  55) 
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simultaneous  handling,  when  necessary, 
of  insert  production  and  press  produc¬ 
tion.  There  is  no  conflict  in  workflow. 

One  of  the  main  features  of  the  depart¬ 
ment  is  called  the  Beitveyor,  an  EDS- 
IDAB  development  which  represents  a 
new  and  economical  approach  to  con¬ 
veying  newspaper  streams. 

Two  parallel  five-inch  wide  belts  slid¬ 
ing  on  a  flat  metal  surface  are  the  con¬ 
veying  mechanisms.  The  systems  at  the 
Times  and  Independent  are  suspended 
from  the  ceiling  and  run  a  distance  of  180 
feet,  or  nearly  the  length  of  the  mailroom. 
Four  presses  feed  to  Beitveyor,  via  Ferag 
conveyors,  the  delivery  end  merging  into 
wire  conveyors,  all  elements  operating  at 
the  speed  of  the  individual  press  being 
served. 

St.  Petersburg  production  management 


BEACH 

r  offers  the  complete 
line  of  innovative  reliable 
equipment :  saddles  and 
shims  with  a  variety  of  lock¬ 
up  systems,  complete  and 
accurate  registration  systems, 
plate  preparation  equipment, 
and  roller  compensators. 

We’d  like  to  be  around 
your  presses. 


BEACH 


BEACH  MANUFACTURING  CORP. 
15602  (Container  Lane.  Huntinoton  Beach.  CA  92649 
|7 1 4)  898-55 1 5 12 1 3)  598-5548  TELEX  655307 


The  Revenue  Builders 


Ssfstem  Integrators  newf  Syslem/22-STD 
brings  big  system  power  to  the 
smaller  newspaper. 


At  more  than  60  newspapers 
nationwide  System  Integrators 
has  brought  increased  pro¬ 
ductivity,  speed  and  accuracy  to 
editorial  and  classified  depart¬ 
ments.  Publishers  and  Classified 
Advertising  Managers  particularly 
enjoy  the  increased  revenue  that 
Sll  systems  deliver. 

Accuracy 

Now  the  Composing  and  Class¬ 
ified  departments  work  together. 
The  solicitor  has  control  over  ad 
style,  pricing,  and  quality.  The 
solicitor  and  the  customer  agree 
in  advance  on  the  copy.  Higher 
accuracy  means  less  friction, 
higher  revenue,  more  satisfied 
customers  and  more  ad  lineage. 

Speed 

System/22-STD  reduces  tele¬ 
phone  call  turnaround  time. 
Departments  with  up  to  70 


solicitors  have  reported  handling 
more  calls  than  ever  before. 
System/22-STD  gives  fast 
computation  of  lineage  and  prices 
(including  all  discounts).  It  also 
provides  valuable  prompting 
information  to  aid  in  lineage 
building. 

Flexibility 

Ad  formatting  is  flexible  and  easy. 
Solicitors  can  use  this  and  other 
sales  tools  to  increase  lineage 
and  produce  better  looking  ads. 
Classified  Advertising  Managers 
have  increased  control. 
Numerous  reports  are  available. 
Credit  checking  is  automatic.  The 
system  easily  handles  rate 
changes  and  a  variety  of  rate 
structures. 

Increased  Revenue 

The  ability  to  quickly  handle 
incoming  calls  means  fewer  “lost 


calls,”  more  ads  placed,  and  more 
revenue.  Sll  systems  have  proved 
cost  effective  in  all  installations. 

Put  the  revenue  builders  to  work 
for  you.  Call  your  System 
Integrators  sales  representative 
today. 


System  Integrators,  Inc. 

1820  Tribute  Road 
Sacramento,  CA  95815 
(916)  929-9481 

P.O.  Box  5221 
Manchester,  NH  03108 
(603)669-4110 


Pre-press  controls 
stressed  in  offset 


By  Earl  Wilken 

At  the  36th  annual  Great  Lakes  News¬ 
paper  Production  Conference  (January 
10-13),  Richard  N.  McAllen,  director  of 
the  Rochester  Institute  of  Technology’s 
Physical  Testing  Center  of  the  Graphic 
Arts  Research  Center,  said  pre-press 
functions  were  the  most  important  areas 
in  offset  printing,  and  there  was  no  magic 
in  pressroom  control  for  quality  printing. 

McAllen  said  the  dot  gain  for  most 
offset  (newspaper)  presses  was  about 
20%.  The  dot  factor,  prior  to  the  press 
function,  should  be  controlled,  he  said,  in 
the  film,  plate  and  ink  areas.  His  slide 
presentation  had  data  from  a  study  that 
reinforced  this  approach. 

The  RIT  staff  executive  said  that  RIT 
was  working  with  the  Baltimore  Sun  to 
train  personnel  in  the  various  aspects  of 
offset  printing. 

In  late  May  of  this  year  the  Pasadena 
(Calif.)  Star-News,  a  Knight-Ridder 
newspaper,  plans  to  be  operational  with  a 
color  conversion  unit  from  Publishers 
Equipment  Corporation. 

John  Heidenreich,  an  executive  with 
P.E.C.,  told  the  press,  camera  and 
platemaking  session  members  about  the 
conversion  program  to  offset  printing  at 


PRINTING  PLANT 
CONSTRUCTION 

CONSTRUCTION 

MANAGERS 


GENERAL 

CONTRACTORS 


EQUIPMENT 

INSTALLERS 

DARIN  &  ARMSTRONG  INC. 

23999  NORTHWESTERN  HWY. 
SOUTHFIELD.  MICHIGAN  48075 


FOR  MORE  INFORMATION  CALL 
0.  E.  HOEY  •  313- 358- 2000 


the  Manhattan  plant  of  the  New  York 
Times. 

Heidenreich  said  one  press  line  of  the 
71  units  of  Goss  Mark  11  (9  folders)  was 
presently  being  converted  to  the  P.E.C. 
system.  The  press  line  is  expected  to  be 
operational  in  late  February  or  early 
March  with  the  new  cutoff  at  56cm.  (ab¬ 
out  22  1/16”)  from  the  present  22  ’A” 
cutoff.  Heidenreich  indicated  the  life  of 
the  conversion  units  would  be  in  the  35 
year  range. 

James  F.  Meister,  president  of  Anchor 
Lith-Kem-Ko  Company,  told  the  same 
workshop  that  cost  justification  of  laser 
platemaking  systems  could  only  be 
achieved  if  the  industry  could  buy  wipe- 
on  plates  for  laser  imaging  at  near  or  at 
present  offset  wipe-on  prices. 

He  said  at  the  present  time  no  plate 
supplier  provided  wipe-on  plates  to  meet 
this  requirement.  Meister  said  only  one 
newspaper  in  the  country  was  making 
plates  on  a  daily  basis  (100%)  with  a  laser 
system. 

On  the  subject  of  “Quality  Control 
with  Photopolymer  Plates”,  Gary  Ben- 
shoof,  a  NAPP  marketing  executive,  out¬ 
lined  the  seven  basic  areas  that  are  impor¬ 
tant  in  order  to  achieve  quality  reproduc¬ 
tion.  The  areas,  he  said,  are:  photography 
department;  composing  room;  halftone 
camera;  page  negative  camera;  plate  prin¬ 
ting;  plate  processing  and  the  press. 

Benshoof  said  quality  control  in  any  of 
these  areas  will  not  guarantee  quality  re¬ 
production  unless  all  departments  are 
coordinated  to  work  closely  with  each 
other.  This  may  necessitate,  he  said,  the 
appointment  of  a  quality  control  mana¬ 
ger,  or  at  least  someone  in  a  middle  man¬ 
agement  position  that  is  qualified  to  ev¬ 
aluate  and  make  judgements  and  deci¬ 
sions  that  would  involve  all  of  these  de¬ 
partments. 

The  systems  workshop  heard  repre¬ 
sentatives  from  the  Associated  Press  and 
United  Press  International  discuss 
“Satellites  and  Their  Impact  on  News¬ 
papers.” 

Lawrence  Blasko  of  AP  outlined  the 
not-for-profit  cooperative’s  satellite 
program  and  said  120  AP  earth  stations 
for  audio  were  now  operational.  He  went 
on  to  say  that  later  this  month  the  AP 
would  cutover  to  satellite  delivery  in 
some  areas  and  issue  discontinuance 
orders  to  AT&T  for  communication  ser¬ 
vices. 

Blasko  characterized  the  AP  as  “cash 
poor”  and  said  it  was  somewhere  be¬ 
tween  the  “Red  Cross  and  the  Salvation 
Army.”  He  then  related  how  top  execu¬ 
tives  at  the  AP  decided  to  “go  it  alone” 
on  communications  and  planned  a  $10 
million  capital  investment  for  their  satel¬ 


lite  delivery  system. 

Blasko  launched  an  attack  on  Editor  & 
Publisher  and  told  the  session  members 
“never  mind  that  article  in  E&P”  on  the 
monopoly  issue  (E&P,December  27). 

John  DePrez  of  United  Press  Interna¬ 
tional  reviewed  present  developments  in 
the  joint  ANPA,  AP  and  UPI  satellite 
program  and  said  UPI  believed  earth  dis¬ 
hes  should  be  owned  by  newspapers. 

DePrez  talked  about  the  proposed  Sat- 
Fax  program  of  the  ANPA  and  said  in  the 
future  syndicate  material  as  well  as  poli¬ 
tical  cartoons  might  be  delivered  to  news¬ 
papers  via  satellite  systems. 

Ernest  Matson,  national  sales  manager 
for  Teleram  Communications,  said  re¬ 
mote  entry  systems  were  developed  and 
became  successful  for  six  reasons.  These 
reasons  were  compiled  from  data  pro¬ 
vided  by  members  of  Teleram’s  User 
Group.  The  six  reasons  are:  elimination 
of  hours  of  travel  by  reporters  before 
writing  copy;  bureau  office  space  can  be 
eliminated  and  thus  savings  in  rental 
charges;  lead  time  advantage  for  copy 
such  as  track  results  and  other  sports 
events;  investment  of  capital  and  the  ROI 
(return  on  investment);  copy  from  remote 
entry  terminals  is  cleaner  than  in  the  past  ; 
and  the  remote  terminal  unit  makes  the 
reporter  more  comfortable  and  provides 
savings  to  the  newspaper. 

Richard  Lankes,  a  marketing  executive 
with  Gibbon  Ink,  described  the  basic  ele¬ 
ments  of  the  inks  used  by  newspapers. 
Lankes  said  red  ink  was  a  villain  com¬ 
pared  to  black,  blue  and  yellow.  The  col¬ 
or,  he  stated,  is  not  desired  by  accoun¬ 
tants  and  business  managers  and  causes 
the  most  consternation  in  the  pressroom. 

Yellow,  red  and  blue  (basic  process) 
inks  are  complex  because  these  colors  are 
not  readily  produced  nor  found  naturally 
formed  by  nature,  Lankes  commented. 

These  pigments  are  produced,  he  said, 
by  the  organic  and  inorganic  chemists  and 
hence  require  much  more  sophistication 
in  production. 

Lankes  went  on  to  say  generally  there 
are  two  pigments  used  in  process  printing 
and  color  matching  to  produce  browns 
and  oranges  that  create  printing  prob¬ 
lems - these  are  phloxine  red,  a  laked 

lead  salt,  lithol  rubine,  a  somewhat  dirtier 
shade,  but  high  in  Ph  and  Red  lake  C, 
warm  or  bright  red.  All  three  of  these 
pigments,  used  for  their  relative  low  cost, 
can  create  press  problems  and  in  some 
cases  will  occur  one  day  and  not  the  next. 
Lankes  also  said  blue  ink  as  well  as  red 
can  contribute  greatly  to  plate  wear. 

John  J.  Delphy,  assistant  production 
manager  at  the  Detroit  News,  discussed 
the  conversion  program  to  offset  printing 
with  the  TKS  printing  system.  Delphy 
said  the  progam  would  be  completed  ab¬ 
out  March  6th  for  the  three  press  lines  of 
54  units. 

Attendance  was  expected  to  hit  the 
1 ,000  mark  but  only  250  were  registered 
for  the  Cincinnati  conference. 
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BOOST  PIATE  THROUCHPUt 
CUT  PIATEMAKING  COST! 


Plate  prcxjuction  bottleneck? 

The  MPE-24  increases  throughput. 

The  MPE-24  News  Platemaker 
from  Rutherford  Machinery,  thor¬ 
oughly  modem,  easy  to  use,  and 
three-plates-per-minute 
fast... Offset,  DiLitho"  or 
Photopolymer. 

The  MPE-24  requires  less  than 
63  square  feet  of  floor  space.  A 
single  operator  is  all  that  is 
needed  to  give  you  perfect  plates 
in  a  hurry. 

Here’s  how  it  adds  speed  and 
economy  to  pre-press  operations: 

•  Up  to  three  plates  per  minute 
from  your  negatives...  180 
plates  per  hour...  15-second  film 
changes 

•  Single  operator... simple  control 
console 

•  Operator  selects  number  of 
plates  required 

•  Exceptional  resolution  using 
high  level  vacuum  and  high  in¬ 
tensity  light  source 

•  ROP  color  capabilities 

•  Accommodates  up  to  400 
plates  at  a  time 


DiLitho*  is  a  registered  trademark  of 
the  American  Newspaper  Pubiishers 
Association  Research  Bureau 


Rutherford  Madihery 

Division  of  Sun  Chemical  Corporation 


•  Accepts  laser  masks  or 
negatives 

•  Works  with  standard  plate 
emulsions 

•  Total  plate  control  throughout 
cycle ...  all  plate  handling  from 
non-emulsion  side 

•  Fast  semi-automatic  film  loading 
for  quick  re-makes,  easy  ex¬ 
posure  sequence  changes 


The  Rutherford  MPE-24  News 
Platemaker. 

Every  60  seconds,  3  perfect 
plates 

Brochure  on  request. 

Rutherford  Machinery, 

Division  of  Sun  Chemical  Corp¬ 
oration,  401  Central  Avenue, 
East  Rutherford,  NJ  07073 
Telephone  201/933-1200 


Syndicates 


By  Lenora  Williamson 


Register-Tribune  realigns  sales  staff 


Ferguson 


Matthews 


McNally 


ki  i 

Norquist 


In  a  move  characterized  as  “deploying 
the  sales  force  to  maximize  efficiency”, 
the  Register  and  Tribune  Syndicate  presi¬ 
dent,  Dennis  R.  Allen,  announced  a 
realignment  of  the  sales  staff  and  terri¬ 
tories. 

John  Ferguson,  western  representa¬ 
tive,  will  continue  responsibilities  in 
northwestern  states  and  also  serve  pub¬ 
lications  in  California,  Arizona,  New 
Mexico  and  the  western  section  of  Texas. 

Dan  J.  Matthews,  southern  manager, 
now  covers  nine  southeastern  states  and 
assumes  responsibility  for  Oklahoma, 
Missouri,  and  eastern  Texas. 

Ronald  B.  Wells  will  move  his  base  of 
operations  from  San  Diego  to  the  home 
office  in  Des  Moines  to  take  charge  of  the 
midwest  territory  which  includes  Wis¬ 
consin,  Illinois,  Indiana,  Michigan,  Ken¬ 
tucky  and  Ohio. 

The  former  midwest  account  execu¬ 
tive,  Terrance  C.  McNally,  now  covers 
the  eastern  territory,  stretching  from 
New  England  through  New  York  and 
Pennsylvania  down  to  Virginia. 

Thomas  E.  Norquist  will  manage  the 
newly  formed  north  central  territory  of 
Iowa,  Minnesota,  North  and  South  Dako¬ 
ta.  Norquist  also  was  appointed  sales 
promotion  director  of  the  syndicate,  from 
acting  sales  promotion  director.  Norquist 
joined  R  &  T  in  1979  and  served  as  a  sales 
representative  in  several  eastern  and  mid¬ 
west  states. 

♦  *  * 

A1  Lowenheimi,  head  of  the  California- 
based  Lion’s  Den  Studio,  has  been  signed 
as  a  consultant  for  United  Media  Produc¬ 
tions,  to  develop  animation  properties  for 


Coming  Soon . . . 
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television,  according  to  Robert  Roy 
Metz,  president  and  chief  executive  offic¬ 
er  of  United  Media  Enterprises. 

The  agreement  calls  for  Lowenheim  to 
function  as  producer  on  all  UMP  anima¬ 
tion  properties  except  “Peanuts.”  He 
will  work  on  development  of  properties 
with  an  eye  both  to  network  television 
and  pay-cable  distribution. 

Lowenheim  produced  an  animated  seg¬ 
ment  for  the  “Fantastic  Funnies”  star¬ 
ring  UFS’s  “Marmaduke”  last  May, 
marking  the  popular  cartoon  dog’s  debut 
in  television.  He  freelanced  as  an  artist 
and  animator  during  his  college  years  at 
New  York  University  School  of  the  Arts 
and  emerged  from  the  university  with  an 
grts  degree  and  the  vicepresidency  of 
Palo  Productions  and  the  creative  direc¬ 
torship  of  MRC  Films.  His  Lion’s  Den 
Studio  in  La  Jolla  is  named  for  himself— 
in  German  Lowenheim  means  Lion 
House. 

♦  *  * 

A  new  bi-weekly  service  is  being  initi¬ 
ated  by  Fairchild  Syndicate  as  The  En¬ 


tree  Newspaper  Package.  The  bulk  of  the 
material  is  taken  from  Fairchild's  trade 
magazine  of  the  same  name  and  from  arti¬ 
cles  in  a  similar  vein  from  a  sister  publica¬ 
tion,  W.  Entree  is  a  magazine  for  gourmet 
retailers,  manufacturers  and  importers. 

The  new  package  will  include  three  to 
five  feature  length  stories,  artwork,  and 
news  on  products,  trends  and  books. 

*  *  * 

Lena  Tabori  is  leaving  Harry  N. 
Abrams,  Inc.,  as  vicepresident  in  charge 
of  special  sales  and  marketing,  to  become 
president  of  Welcome  Enterprises,  Inc., 
a  company  she  formed  Jointly  with  Tom 
Wilson,  creator  of  the  cartoon  character 
“Ziggy.”  The  company  will  be  responsi¬ 
ble  to  Universal  Press  Syndicate  for 
“Ziggy”  product  development,  interna¬ 
tional  licensing  and  domestic  marketing 
and  will  also  function  as  a  licensing  agent 
for  other  characters  and  as  visual  book 
packagers. 

As  of  March  1 ,  Welcome  Enterprises 
will  be  located  at  164  East  95th  Street, 
New  York  City,  and  until  then  Tabori  will 
be  at  Universal  Press  offices  in  the  Time- 
Life  Building,  New  York. 


Come  April  1 ,  Richard  Guindon,  the  nationally 
syndicated  artist  and  resident  cartoonist-celebrity 
at  the  Minneapolis  Tribune,  will  join  the  Detroit  Free 
Press. 

Guindon,  known  for  his  wry,  artistic  commentary 
on  life  and  living,  explained  the  significance  of  that 
moving  date.  "I  think  April  Fool's  Day  is  a  good  day 
for  any  new  cartoonist  to  start  a  new  endeavor,  if 
you're  at  all  superstitious." 

Why  Detroit?  Guindon  says,  "Because  it's  there. 

My  car  was  recalled.  I  figure  I'll  be  closer  to  it." 

Guindon's  daily  panel  is  distributed  by  the  Los 
Angeles  Times  Syndicate  to  42  papers.  Fie  supple¬ 
ments  them  with  completely  local  views  for  the 
Tribune  and  will  do  so  for  the  Free  Press. 

Before  joining  the  Minneapolis  paper  in  1968  he 
drew  for  a  several  national  magazines,  having  be¬ 
gun  his  cartooning  at  the  University  of  Minnesota. 
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an  expanse,  the  ink  would  be  fairly  dry 
and  more  water  would  be  out  of  the  news¬ 
print.  This  would  overcome  marking 
from  the  wire  conveyors  feeding  into  the 
stackers. 

“Our  operating  concept  is  to  deliver  a 
high  quality  product  an  the  Beitveyor 
makes  this  possible.  It’s  highly  success¬ 
ful.  There  is  nothing  on  the  equipment  to 
create  jams  or  dog-ear  the  papers.” 

Creating  more  storage  space  was  an 
equally  important  objective  to  the  St. 
Petersburg  planners.  They  also  faced  the 
decision  of  how  to  muster  more  inserting 
capability,  which  was  accomplished 
through  the  addition  of  a  Sheridan  1372 
inserter  to  two  Sheridan  848’s. 

But  first  some  shifting  of  the  existing 
inserters  was  necessary  before  the  1372 
could  be  installed.  All  inserting  now  is 
performed  on  one  side  of  the  mailroom 
with  tie  lines  feeding  bundles  to  an  EDS- 
IDAB  regular  belt  conveyor. 

This  opened  a  large  staging  area  for 
skids  directly  across  the  room  from  in¬ 
serting  operations.  Thus,  materials  flow 
in  a  straight  line  to  the  appropriate  inser¬ 
ter  stations,  minimizing  end-process 


handling  and  transit.  Once  a  skid  load 
enters  mailroom  staging  it  is  not  moved 
until  emptied. 

Reprints  received  from  outside  sources 
are  taken  to  the  warehouse  (part  of  the 
plant  complex)  and  held  until  called  for. 
For  example,  material  for  the  Sunday 
package  begins  to  be  moved  into  staging 
on  the  preceding  Wednesday. 

Space  gains  for  staging  have  been 
dramatic,  a  point  cited  by  planners  as  a 
major  benefit  of  the  project.  Irvin  com¬ 
ments;  “We  now  have  8,(X)0  square  feet 
for  storage,  compared  to  3,5()0  square 
feet  before.  Further,  we're  stacking  skids 
double  high  over  90%  of  the  staging  area, 
compared  to  only  40%  before.” 

Meanwhile,  Sunday  and  holiday  edi¬ 
tions  are  getting  bigger  and  bulkier.  The 
Thanksgiving  Day  paper  included  23 
components  in  the  main  section,  but  this 
figure  jumped  to  26  on  the  following  Sun¬ 
day.  The  rising  insert  volume  means 
almost  continuous  running  for  the  Sher¬ 
idans. 

There  are  no  dissensions  to  the  over¬ 
whelming  opinion  that  the  Times’  and  In¬ 
dependent’s  mailroom  has  greatly  im¬ 
proved  its  operational  status.  The  project 
demonstrates  that  sound  engineering  de¬ 
cisions  frequently  affect  productivity  im¬ 
provements  and  lift  the  burden  of  volume 
confusion. 
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wide  program  that  the  Knight-Ridder 
marketing  council  has  recommended  the 
continuation  of  Rev  Up  ’80  into  1981.” 
The  goal  this  year  is  a  1%  growth  in  new 
business,  or  roughly  $8  million  in  new 
revenues.  And,  just  as  was  done  this 
year,  extensive  calculation  designed  to 
separate  new  business  from  repeat  busi¬ 
ness  will  be  performed  to  insure  that  the 
program  is  accurately  monitored. 

In  November,  1980,  Chapman  credited 
“Rev  Up  ’80”  with  having  a  significant 
effect  on  the  company’s  performance.  He 
pointed  out  that  classified  caused  most  of 
the  group’s  problems  last  year,  saying, 
“Our  classified  linage  is  down  6.6%, 
causing  our  total  full-run  linage  on  a  year- 
to-date  basis  to  be  down  2.1%».” 

Without  the  success  of  “Rev  Up  ’80,” 
that  figure  would  have  been  substantially 
larger. 

New  Hall  of  Fame 

The  University  of  Kentucky  School  of 
Journalism  has  established  a  Kentucky 
Journalism  Hall  of  Fame  to  recognize  sig¬ 
nificant  contributions  to  the  profession 
by  individuals.  The  first  recipients  wll  be 
named  next  spring,  and  after  that,  the 
awards  will  be  made  annually. 


Advertisiiig  Sup^ements. 

Now  two  years  old,  our  unique  concept  continues  to  generate  new  advertising  revenue  and 
high  reader  interest  for  an  increasing  number  of  papers. 

We’ve  taken  our  unparalleled  coverage  of  fashion,  home  furnishings,  bridal  gowns  and 
accessories,  and  converted  it  into  totally  integrated,  seasonal  editorial  packages. 

Completely  camera-ready,  and  available  in  tab  or  standard-size,  our  pages  offer  crisp  graphics 
and  illustration.  This  outstanding  artwork,  in  combination  with  copy  written  by  our  experienced 
staff,  offers  a  complete  look  at  the  upcoming  season. 

Designed  to  either  stand  alone,  or  to  be  incorporated  into  existing  sections,  our  material  offers 
many  advantages.  Available  far  in  advance  of  publication,  ample  time  for  promotion  and 
planning  is  assured.  Ad  Managers  consistently  rate  our  sections  among  the  easiest  to  sell.  The 
lead  time  lets  them  prepare  layouts  to  show  their  accounts,  and  the  reputation  of  Fairchild 
increases  acceptance. 

Editors  attest  to  reader  interest  and  the  quality  of  our  editorial-produced  without  over¬ 
burdening  their  own  staff 

Let  us  show  you  how  our  material  can  help  you,  editorially-and  on  the  bottom  line. 


The  Fairchild  Syndicate 

Women’s  Wear  Daily,  W,  Daily  News  Record,  Men’s  Wear,  SportStyle,  Home  Furnishings  Daily 


Get  all  the  details,  costs  and  samples. 
Call  Andy  Webster  at  (212)  741-4315. 
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Nationwide  survey  shows 

Happier  employees 
in  West  and  S’west 


Communications  industry  employees 
on  the  West  Coast  and  in  the  Southwest 
generally  feel  10%  to  25%  better  about 
their  jobs  than  their  counterparts  in  the 
Great  Lakes  and  New  England  areas. 

Nationwide,  newspaper  and  broadcast 
employees  feel  their  companies  offer  in¬ 
adequate  pay  compared  with  other  indus¬ 
tries  in  their  communities. 

These  figures,  released  by  Media  Sur¬ 
veys  of  Topeka,  Kans.,  are  the  broad 
findings  of  in-depth  attitude  surveys  con¬ 
ducted  by  the  company  at  newspapers, 
radio  and  television  stations  across  the 
United  States. 

It’s  not  all  bad  news.  Of  the  4,000-plus 
employees  who  participated  in  the  sur¬ 
veys,  an  overwhelming  97%  understand 
how  their  job  relates  to  others  in  their 
departments  and  more  than  85%  are 
proud  of  their  company  and  are  interested 
in  its  future. 

In  comparing  results  of  surveys  across 
the  United  States,  the  company  reported 
those  employees  in  the  West  generally 
gave  higher  morale  rankings  in  every 
category  with  the  exception  of  fringe  be¬ 
nefits.  In  that  category,  the  South  gave 
the  high  rating  of  82%  satisfaction  with 
the  rest  of  the  country  averaging  65%. 
More  specifically,  those  employees  on 
the  West  Coast  were  only  41%  satified 
with  the  way  their  companies  explained 
their  benefits  with  the  rest  of  the  country 
again  ranging  in  the  mid-60s  percentile. 

Low  areas  of  morale  reflected  in  the 
South  were  wages,  communication  from 
management  and  job  opportunities. 
Otherwise,  those  employees  were  gener¬ 
ally  “middle-of-the-road”  in  their  atti¬ 
tudes  toward  job,  supervisor,  manage¬ 
ment  and  benefits.  Highest  rankings  were 
given  to  pride  in  their  jobs,  interest  in  the 
company  and  overall  treatment  by  the 
company  as  compared  to  other  com¬ 
panies. 

In  the  Midwest,  the  survey  firm  again 
cited  wages,  communication  from  man¬ 
agement  and  job  opportunities  as  low 
areas  as  well  as  interdepartmental  com¬ 
munication.  High  morale  areas  included 
good  working  conditions,  cooperation  of 
fellow  employees,  fairness  of  the  com¬ 
pany  and  interest  in  the  company. 

Low  morale  areas  in  the  Great  Lakes 
region  were  reported  to  be  lack  of  job 
performance  appraisals  by  supervisors, 
job  opportunities,  communication  from 
management  and  interdepartmental  com¬ 
munication.  High  morale  areas  were  cited 
as  cooperation  of  fellow  employees,  fair¬ 


ness  of  the  company,  pride  in  the  com¬ 
pany  and  insurance  coverage. 

Ranking  low  in  the  New  England  area 
were  job  opportunities,  communication 
from  management  and  disregard  of  long 
service  to  the  company.  High  areas  of 
morale  were  good  use  of  employee  train¬ 
ing  and  abilities,  good  insurance  coverage 
and  good  understanding  of  fringe  be¬ 
nefits. 

These  statistics  concerning  employee 
attitude  toward  job,  supervisor,  com¬ 
pany,  management,  wages  and  fringe  be¬ 
nefits  are  compiled  quarterly  by  Media 
Surveys.  Figures  are  taken  from  the 
growing  data  bank  of  Media  Surveys’  par¬ 
ticipants  and  are  tabulated  on  both  re¬ 
gional  and  national  levels. 

Ken  Bronson,  vicepresident  of  Stauf¬ 
fer  Communications,  Inc.  and  developer 
of  the  survey,  says  the  survey  results 
have  made  a  “tremendous  impact”  on 
the  management  of  the  companies  in¬ 
volved. 

“It  is  my  feeling  that  some  positive 
changes  have  come  out  of  these  reports, 
based  on  the  feedback  we  receive  from 
participants,”  Bronson  said. 

He  specifically  cited  training  programs 
for  present  and  potential  management 
personnel,  greater  “visibility”  of  general 
management,  and  improved  communica¬ 
tions  about  salary  administration,  fringe 
benefits,  and  job  opportunities  through¬ 
out  the  companies  as  three  areas  where 
“positive  changes”  have  been  made. 

Originally  conceived  to  fill  a  need  with¬ 
in  Stauffer  Communications,  Media  Sur¬ 
veys,  directed  by  Debra  Morrow,  has  re¬ 
ceived  national  recognition  as  the  most 
comprehensive  employee  attitude  survey 
exclusively  designed  for  media  use. 

When  Stauffer  Communications  first 
surveyed  their  employees  it  was  done  in  a 
big  way.  All  19  newspapers,  7  broadcast¬ 
ing  companies  and  the  Capper  division 
took  part. 

“Some  of  the  results  were  hard  to  swal¬ 
low,”  Bronson  said.  “Some  were  gratify¬ 
ing.  But,  more  importantly,  weaknesses 
were  pointed  out  by  our  employees.  And 
we  went  to  work  on  these  weaknesses.” 

There  are  now  weekly  job  opportuni¬ 
ties  bulletins,  employee-management 
talk  sessions,  employee  handbooks, 
training  programs,  employee  appraisals, 
etc. 

Explaining  the  mechanics  of  the  sur¬ 
vey,  Morrow  said  the  survey  administra¬ 
tion  was  kept  simple  in  order  to  make  it 
affordable  to  small  and  medium-sized 


newspapers.  The  survey  can  be  con¬ 
ducted  by  a  staff  member  in  30  minutes. 

The  results  are  sent  to  Media  Surveys 
in  Topeka  where  the  data  processing  de¬ 
partment  computes  the  results. 

Since  the  survey  form  provides  space 
for  individual  comments,  the  staff  in 
Topeka  types  these  comments  to  assure 
individual  anonymity.  Results  are  brok¬ 
en  into  numerous  categories,  divid¬ 
ing  employees  into  groups  on  the  basis  of 
tenure,  supervisory  capacity,  hours 
worked  and  departments. 

A  company  taking  the  survey  therefore 
can  compare  the  attitudes  of  these  groups 
of  employees  with  the  parent  company 
totals,  as  well  as  comparisons  with  like 
groups  of  employees  on  a  regional  and 
national  basis. 

It  is  these  comparisons  that  has  made 
the  survey  so  valuable,  Bronson  believes. 

“We  designed  the  survey  to  be  able  to 
compare  our  individual  operations  with 
one  another,”  Bronson  said.  “Other 
newspapers,  radio  and  televisfon-stations 
and  media  group  operations  heard  about 
the  survey  and  the  comparisons  available 
and  wanted  to  use  it.  We’ve  been  delight¬ 
ed  to  share  the  information  with  them.” 

Morrow  stressed  that  the  survey  re¬ 
sults  reflected  opinions  and  attitudes 
rather  than  specific  documented  facts. 

“In  fact,  many  attitudes  and  opinions 
will  be  based,  for  the  most  part,  on  lack  of 
information,  misinformation,  emotion,  or 
peer  group  influence,”  she  said.  “From 
the  standpoint  of  management  however, 
the  latter  opinions  are  as  significant,  and 
perhaps  more  so,  than  those  based  on 
facts  because  attitudes  of  feelings  and 
moods  are  not  only  more  difficult  to 
understand  but  are  more  difficult  to  deal 
with.” 

Morrow  said  Media  Surveys  suggest 
that  upon  receiving  the  results,  general 
management  should  review  morale  and 
attitude  levels  in  individual  departments 
with  department  heads,  managers  and 
other  supervisory  personnel. 

Bronson,  commenting  for  the  general 
management  of  the  companies,  said  they 
“indicate  that  one  of  the  things  we  have 
failed  to  do  well  is  get  back  to  employees 
information  that  supports  our  contention 
that  this  is  a  good  place  to  work.” 

He  cited  the  divergence  in  viewpoints 
about  fringe  benefits  as  one  example  of 
confusion  among  employees,  which  he 
attributed  to  a  “failure  to  communicate 
on  management’s  part.” 

Another  example  of  poor  communica¬ 
tions  Bronson  noted,  involved  the  stan¬ 
dardization  of  job  appraisals  and  salary 
administration  programs.  Bronson  sug¬ 
gested  that  the  lack  of  such  a  program  was 
responsible  for  often-cited  morale  prob¬ 
lems  in  the  fairness  of  pay  category. 

“The  reports  certainly  seem  to  indicate 
that  some  people  have  been  placed  in  su¬ 
pervisory  responsibilities  without  adequ¬ 
ate  training  in  human  relations,”  Bronson 
said. 
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106— HEADLINES  AND  DEADUNES-A  Manual 
for  Copy  Editors  (third  edition),  by  Robert  E. 
Garst  and  Theodore  M.  Bernstein.  A  classic  in  its 
field  explaining  the  techniques  of  copy  editing.  A  man¬ 
ual  of  the  best  standards  and  a  practical  handbook. 
Paperback  only.  $5.00 


129— THE  NEW  YORK  TIMES  MANUAL  OF 
STYLE  AND  USAGE:  Revised  and  Edited  by 
Lewis  Jordan,  News  Editor,  The  New  York  Times. 
A  greatly  expanded  successor  to  more  than  75  years  of 
Times  style  guides.  Its  advice  on  spelling,  punctuation, 
English  usage  and  writing  quality  will  valuable  to 
anyone  who  works  with  words.  232  pages.  $10.00 


185— HOW  TO  START  YOUR  OWN  COMMUNITY 
NEWSPAPER  by  John  McKinney.  "A  step-by-step 
game  plan  for  establishing  a  locally-oriented  weekly 
that  McKinney  believes  is  the  newspaper  of  the  future." 
After  buying  the  Port  Jefferson  (N.Y.)  Record 
and  turning  it  into  a  profit  in  two  years,  he  es¬ 
tablished  the  North  Shore  Record  from  scratch. 
136  pages;  8  x  11  manuscript.  $9.95 


194— STALKING  THE  FEATURE  STORY  by  Wil¬ 
liam  Ruehimann.  An  experienced  newspaper  feature 
writer,  using  hard-hitting  anecdotes  and  examples  from 
the  best  of  today's  feature  writers,  tells  how  to  develop 
a  story  and  to  work  effectively  under  deadline  pressure. 
Advice  on  grammar,  diction,  construction,  style,  on  and 
off-the-record  comments,  investigative  reporting — for 
the  beginner  and  the  pro.  310  pages,  indexed.  $9.95 


197— DOS,  DON’TS  &  MAYBES  OF  ENGLISH 
USAGE  by  Theodore  M.  Bernstein.  Material  drawn 
almost  entirely  from  his  thrice-weekly,  nationally  syndi¬ 
cated  column  "Bernstein  on  Words."  Some  of  the 
answers  to  confusing  problems  that  arise  in  everyday 
usage,  offering  an  understanding  of  the  nuances  of 
punctuation,  origin  and  proper  use  of  slang,  shades  of 
meaning  in  misused  words  and  phrases.  Alphabetical 
format.  250  pages.  $12.50 


201— THE  ECONOMICS  OF  THE  AMERICAN 
NEWSPAPER,  by  Jon  Udell  and  Contributing  Au¬ 
thors.  A  detailed  discussion  of  the  business  of  Ameri¬ 
can  newspapers  ^onsored  by  the  American  Newspaper 
Publishers  Association  Foundation.  Covering  economic 
environment,  objectives,  planning,  technology  and  an 
analysis  of  newspaper  revenues  and  costs.  Complete 
with  tables  and  graphs.  160  pages,  indexed.  $11.50 


Editor  &  Publisher  Bookshelf 
575  Lexington  Avenue 
New  York,  N.Y.  10022 


206 — REPORTERS'  ETHICS,  t^  Bruce  M.  Swain. 
Candid  discussion  on  conflict  of  interest,  relationships 
with  news  sources,  "on  and  off'  the  record  dealings  are 
just  a  few  of  the  ethical  dilemmas  explored  as  are 
existing  codes  of  ethics,  i.e.,  those  of  the  Society  for 
Professional  Journalists.  134  pages.  $10.50 


222— FUNDAMENTALS  OF  ADVERTISING  RE¬ 
SEARCH,  by  Alan  D.  Fletcher  and  Thomas  A. 
Bowers.  Designed  for  an  understanding  of  the 
techniques  of  advertising  research  and  how  to  use  the 
research  results  and  apply  them  to  specific  problems. 
Indexed.  340  pages.  $22.95 


231— EDITING  IN  THE  ELECTRONIC  ERA  by 

Martin  L.  Gibson.  Good  editing  is  good  editing 
whether  it  is  done  with  a  video  display  terminal  or  a 
blue  pencil.  Quality  copy  desk  work  is  an  illusive  tech¬ 
nique.  With  frequent  use  of  question  and  answer  format, 
this  book  is  a  guide  to  copy  editing,  layout  and  photo- 
gr^ic  treatment  adapted  to  electronic  techniques. 
279  pages.  Indexed.  $16.50 


232— THE  SYNONYM  FINDER,  by  J.f.  Rodale.  An 
updated  and  expanded  edition  containii^  over 
1,000,000  words  and  thousands  of  new  listings  for 
words  and  expressions  that  have  entered  the  language 
in  recent  decades.  An  alphabetically  arranged  tool  for 
all  writers.  1361  pages.  $17.95 


233— GRAMMAR  FOR  JOURNALISTS,  (Third  Edi¬ 
tion)  by  E.L.  Callihan.  A  reference  book  for  jour¬ 
nalists  as  well  as  a  text-reference  for  students.  With 
current  examples  from  media  and  with  wire  service 
style  emphasized  the  book  covers  grammar,  composi¬ 
tion,  spelling,  punctuation  and  word  usage.  A  guide  to 
grammatical  usage  and  developing  an  original  style. 
Indexed.  317  pages.  Paperback.  $7.95 


235— COMPUTER  PROGRAMING  FOR  THE 
COMPLETE  IDIOT,  by  Donald  McCunn.  Describes 
basic  operating  and  programing  instructions  in  non¬ 
technical  style  to  answer  questions:  "Will  the  compirter 
perform  the  tasks  I  need  it  to  do,  and  can  I  prraram  K." 
Describes  how  to  create  original  programs.  Turns  you 
and  the  computer  on  for  time  saving.  126  pages  In¬ 
dexed.  Paperback.  $5.95 


Please  send  me  the  books  whose  numbers  I've  checked  below.  Full  payment 
enclosed,  plus  $1.25  per  book  for  handling  and  mailing  (Books  not  returnable.) 
New  York  State  or  City  residents  add  applicable  sales  tax. 
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Classified  Advertising 


BENEFIT  FROM  OUR  VAST 
NEWSPAPER  AUDIENCE 


FEATURES  AVAILABLE 


AUTOMOTIVE 


YOUR  AUTO  AND  YOU :  Weekly  test  reports  on 
new  American,  foreign  cars  plus  weekly  column 
of  answers  to  readers'  car  problems.  Write  for 
samples,  rates.  Automotive  Features,  814  E 
Manor  Cr,  Milwaukee  Wl  53217. 

BUSINESS 

ADVERTISING — Latest  news  on  business,  and 
people  in  print  broadcast  and  CATV.  R  Haus- 
man,  1755  E  13  St,  Brooklyn  NY  11229. 

CARTOONS 

"ALL  THE  CARTOONS  YOU'LL  EVER  NEED  " 
are  in  a  low  cost  package  of  36  hilarious  1  and  2 
column  camera-ready  ROP  cartoons  available 
quarterly  headed  by  leading  cartoonist.  Dt'ails 
from:  Cartoonmix,  Box  108,  Village  Station, 
New  York  NY  10014. 

CHILDREN 

WRITER  OF  CHILDREN'S  book  reviews  seeks 
syndication  for  10-year  old  column.  Samples 
furnished.  Box  1709,  Editor  &  Publisher. 

ENERGY 

WITH  FROST  from  the  Great  Lakes  to  the  Gulf, 
pull  your  readers  with  the  same  feature  the  San 
Yancisco  Chronicle,  Dallas  Morning  News  and 
Palm  Beach  Post  use.  Lively,  money  saving 
info,  hands-on,  Q&A.  Energy  Notebook.  PO  Box 
447,  Cooper  Station,  New  York  NY  10276. 
(212)  777-3977. 

FINANCIAL 

WALL  STREET  CLOSING  quotes  100  to  1 
thousand.  $5  up.  Facsimile  transmission.  Kew 
News,  PO  Box  92,  Kew  Gardens  NY  11415. 

GENERAL 

CASH  IN  ON  the  electronics  revolution!  FREE 
samples  and  rates  on  electronic/computer  col¬ 
umns  written  by  former  national  syndicated 
columnist.  Write  of  call  ACBA  Publishing  Co, 
1120  N  Keystone,  Chicago  IL  60651.  (312) 
342-4827, 

FOR  THE  ONE  publisher  in  10  really  serious 
about  promotion— The  Bottom  Line  tells  your 
local  merchant  why  he  should  use  more  news¬ 
paper  advertising.  Weekly  questions  and 
answers  by  publisher-professor  use  fact,  logic 
and  humor.  S.  Gale  Denley,  The  Journal.  Box 
278,  Bruce  MS  38915. 

NEWS  ITEM— Pennsylvania  tries  to  reclaim  top 
spot  as  supplier  of  Christmas  trees. ..Plant 
more  plastic!!... Like  it?  VANTAGE  POINT  by 
Bern  Williams  comments  humorously  on  the 
news;  daily,  semi-weekly  or  weekly.  Dickson- 
Bennett,  1770  Western  69,  Gardena  CA 
90248,  (213)  515-5047. 

HEALTH 

RAISE  YOUR  READERS'  health  consciousness 
with  column  written  by  health  educator  and 
consultant.  Latest  nutrition  research,  diet,  ex¬ 
ercise  with  practical  tips.  Sample  columns  and 
resume  on  request.  Box  1705,  Editor  &  Pub¬ 
lisher. 


MONEY 


■MORE  FOR  YOUR  MONEY”— Weekly  column 
of  money-saving  news.  Proven  results.  Camera- 
ready.  Mmoles,  Mike  LeFan.  1802  S  13th, 
Temple  TX  76501. 

MOVIE  REVIEWS 

MINI  REVIEWS  (Cartoon  illustrated).  Great  for 
Weekend  section  or  entertainment  pages. 
Issued  weekly.  Camera-ready.  Our  7th  year. 
Cineman  Syndicate,  7  Charles  Court,  Middle- 
town  NY  10940.  (914)  692-4572. 

MUSIC 

MUSIC  CITY  NEWS — The  world's  favorite 
country  music  publication  from  Nashville— 
now  has  available  to  newspapers  a  syndicated 
tabloid  insert  program.  We  provide  all  editorial 
copy— you  sell  all  advertising  and  recoup  all 
revenues.  Call  (615)  244-5187  or  write 
Marketing  Director,  MUSIC  CITY  NEWS,  PO 
Box  22975,  Nashville  TN  37202, 

MUSIC  CRITIC  with  6  years  experience  writing 
for  New  York  Times,  offers  weekly  rock  and  jazz 
album  reviews  and  music  news  column.  For 
writing  sample  call  (212)  252-6482  or  write 
R.J.  Santoro,  3709  Ave  P,  Brooklyn  NY 
11234. 

REAL  ESTATE 

HOUSE  CALLS— National  award  says  "enter¬ 
taining  format,  concise,  solid  writing  skills  and 
a  wealth  of  real  estate  knowledge."  6th  year. 
Dailies  in  Miami,  Rochester,  Philadelphia,  San 
Antonio,  Syracuse  etc.  Edith  Lank,  240 
Hemingway,  Rochester  NY  14620.  (716)271- 
6230. 

RARE  EARTH:  Nationally  self-syndicated 
weekly  column  featuring  the  most  exotic  prop¬ 
erties  for  sale  from  around  the  world;  islands, 
retreats,  volcanoes,  castles.  333  words,  fea¬ 
tured  in  TIME  magazine  and  MERV  GRIFFIN 
TV.  Unique,  informative,  engaging.  Proven  re¬ 
sults.  Competitive  rates.  Write  for  free  sam¬ 
ples:  RARE  EARTH  Enterprises,  Box  946, 
Sausalito  CA  94966. 

WEEKLY 

FOR  WEEKLY  EDITORS: 

A  'Filler  News  Sen/ice.'  Samples. 

Write  FNS,  RD  3  Gansevoort  NY  12831 

THIS  IS  A  SPR  CHARTER  by  SPR  Charter. 
Weekly  essays.  Thoughtful.  Divided  into  three 
catagories:  Science  commentary  and  for  scien¬ 
tists,  general  ethics  &  the  environment,  defini¬ 
tion  &  redefinition.  Charter  is  a  former  chess 
playing  partner  of  Albert  Einstein's,  a  friend  of 
the  late  Aldous  Huxley;  author,  thinker,  lectur¬ 
er  Charter  adds  depth  to  your  editorial  or  op  ed 
page.  Perfect  for  university  towns.  Feature 
Associates,  3334  Kerner  Blvd,  San  Rafael  CA 
94901. 

VOICE  FROM  THE  WOODS:  In  fourth  year  of 
500-word  essays  with  "Small  Is  Beautiful" 
slant.  Samples,  Walter  Gormly,  Mt.  Vernon  lA 
52314. 

Feature  Your  Feature  in 
FEATURES  AVAILABLE 
And  Watch  Your  Syndicate  Sales  Soar! 


ANNOUNCEMENTS 


BOOKS 


NOW  OFF  THE  PRESS,  the  expanded  edition  of 
Metro's  highly  acclaimed  ad  staff  training 
book,  PLUS  BUSINESS  GUIDE  TO  EFFECTIVE 
ADVERTISING.  Covers  the  basics  of  layout, 
copy,  headlines,  type,  co-op,  selling  newspap¬ 
er  advertising  and  more!  Send  check  for  $9.95 
($11.95  Canada)  to  George  Weiss,  Metro 
Associated  Senrices,  Inc,  33  W  34th  St,  New 
York  NY  10001,  In  quantities  of  5  or  more, 
deduct  $1.00  per  copy. 


BUSINESS  OPPORTUNITIES 


SHARE  IN  AMERICA'S 
$150  BILLION  TRAVEL  MARKET 
Publish  your  own  local  section  of  a  new  national 
travel/entertainment  tabloid.  Unique  circula¬ 
tion.  Potential  $10,000  to  $33,000  insideline 
income  annually  and  attractive  amenities  for 
10  to  20  hours  work  monthly.  Minimal  invest¬ 
ment.  Call  (913)  492-8913  or  write  Great 
American  Images,  12122  W  82nd  Terrace, 
Lenexa  KS  66215. _ 

FOR  SALE— Full  day  individual  seminar  for 
prospective  broadcasting  station  investors.  Pri¬ 
vate  seminar  tailored  to  your  needs  covering 
property  selection,  negotiations,  financing, 
and  FC(1  requirements.  Current  owner-operator 
lends  you  his  experience.  Robin  Martin,  Presi¬ 
dent,  [Jeer  River  Broadcasting  Group,  Suite 
1001,  141  E  44th  St,  New  York  NY  10017. 
(212)  599-3303. 


START  YOUR  OWN  WEEKLY—  Extensive  how¬ 
to  manual  by  prominent  publisher,  describes 
every  step.  Details  from  Meadow  Press,  Box 
35-E,  Pt  Jefferson  NY  11777. 


CAREER  SERVICES 


PR-JOB  SEMINAR  cassettes  (14  speakers,  3 
hours)  tell  how  to  cash  in  on  trends.  Write:  P(i  A, 
Ste  820,  527  Madison  Av,  NYC  10022. 


NEWSPAPER  APPRAISERS 


APPRAISALS  FOR  ESTATE  TAX  partnership, 
loan  depreciation  and  insurance  purposes. 
Sensible  fees.  Brochure.  Marion  R.  Krehbiel. 
Box  88,  Norton  KS  67654  or  Robert  N  Bolitho, 
Box  7133,  Shawnee  Mission  KS  66207. 


SHOULDN'T  YOU  KNOW  the  value  of  your 
newspaper  property?  40  years  newspaper  ex¬ 
perience.  Call  or  write  us.  No  obligation.  White 
Newspaper  Service,  Box  783,  McMinnville  TN. 
(615)  473-2104. 


WE  HAVE  CONDUCTED  more  than  300  formal 
appraisals  of  newspapers,  large  and  small. 
NEWSPAPER  SERVICE  COMPANY,  INC.,  PO 
Drawer  12428,  Panama  City  FL  32401, 


NEWSPAPER  BROKERS 


ALAN  G.  LEWIS,  MEDIA  BROKER 
On  file  over  100  active  qualified  buyers  for 
daily,  top  weekly  or  shopper  publications. 
Ridge  Rd,  Hardwick  MA  01037.  (413)  477- 
60(39. 


BROKERS  and  CONSULTANTS 
for  the  purchase  and  sale  of 
WEEKLY  AND  DAILY  NEWSPAPERS 
W.  B.  GRIMES  &  CO.,  INC. 
National  Press  Building 
Washington  DC  20045 
(202)  NAtional  8-1133 


BILL  MATTHEW  COMPANY  conducts  profes¬ 
sional,  confidential  negotiations  for  sale  and 
purchase  of  highest  quality  daily  and  weekly 
newspapers  in  the  country.  Before  you  consider 
sale  or  purchase  of  a  property,  you  should  call 
(813)  733-8053  da^ime;  (813)  446-0871 
nights:  or  write  Box  3364,  Cleanvater  Beach  FL 
33515.  No  obligation,  of  course. 


Broker  You  Can  Trust 
Nationwide  Service 

WAYNE  CHANCEY 
CONSULTANTS/INVESTORS 

PO  Box  86,  Headland  AL  36345 
Wayne  Chancey  (205)  693-2619 

Jim  Hall  (205)  566-7198 

EDITOR  & 


Feature  Your  Feature  in 
FEATURES  AVAILABLE 
And  Watch  Your  Syndicate  Sales  Soar! 
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Confidential  Negotiations  and  Appraisals 
MEDIA  ACQUISITIONS  AND  MERGERS 
A  Division  of 

Graphic  Management  Associates,  Inc. 
11  Main  St,  Southboro  MA  01772 
(617)481—8562 


CALIFORNIA  coastal  weekly  group.  Highest 
quality  area  newspapers.  $2.5  million  price. 
Mel  Hodell,  Broker,  Box  2277,  Montclair  CA 
91763  (714)626-6440. 


HEMPSTEAD  &  CO. 

Nevrspaper  brokers  and  appraisers.  Write  or 
call  for  free  consultation.  21  E  Euclid  Av,  Had- 
donfield  NJ  08033,  (609)  795-6026. 


JAMES  J.  BRODELL 
Rocky  Mountain  newspapers 
Box  1841,  Grand  Junction  CO  81502 
Buyer  inquiries  invited  (303)  242-5035. 


JIMMY  CROWE 

CONFIDENTIAL  NEGOTIATIONS 
Specializing  in  the  best  Southern  markets.  114 
Wickersham  Dr,  Savannah  GA  31411,  (912) 
352-8931,  day  or  night. 


KREHBIEL-BOLITHO,  INC. 

Over  500  sales  in  our  3 1  years, 

(We  handle  different  properties  — 
offices  350  miles  apart.) 

MARION  R.  KREHBIEL,  "Norton  office," 
PO  Box  88,  Norton  KS  67654. 

Office  (913)  877-3407 
ROBERT  N.  BOLITHO,  "Kansas  City  Office," 
PO  Box  7133,  Shawnee  Mission  KS 
66207,  Office  (913)  381-8280 


MEL  HODELL,  Newspaper  Broker, 
PO  Box  2277,  Montclair,  CA  91763 
(714)  626-6440 


SYD  S.  GOULD  ASSOCIATES 
"The  broker  with  instant  buyers" 
SALES,  SERVICE,  MANAGEMENT 
Rte  1,  Box  146,  Theodore  AL  36582 
(205)  973-1653 


WHITE  NEWSPAPER  SERVICE 
Appraisals,  Mergers,  Sales. 

No  charge  for  consultation. 
Box  783,  McMinnville  TN  37110 
(615)  473-2104  or  473-3715. 


50  YEARS  OF  MEDIA  EXPERIENCE 
We  specialize  in  radio,  TV,  weekly,  daily  and 
community  newspapers.  Professional,  con¬ 
fidential. 

Business  Broker  Associates 
(615)  756-7635 


NEWSPAPERS  FOR  SALE 


2700  CIRCULATION  WEEKLY  in  growing  Col¬ 
orado  energy  town.  $25,000  down. 

James  J.  Brodell,  Broker,  Box  1841,  Grand 
Junction  CO  81502.  (303)  242-5035. 


EXCEPTIONAL  BUY! 

California  shopper.  '80  gross,  $80,000;  net 
$37,500,  Sell  for  equipment,  plus  small  per¬ 
centage  of  monthly  gross.  Resume.  Box  1679, 
Editor  &  Publisher. 


OREGON  coast  weekly.  Great  climate  and  loca¬ 
tion.  Owner  will  sell  for  $50,000.  Write  Box 
1640,  Editor  &  Publisher. 


ONLY  WEEKLY  in  one  of  country's  top  growth 
cities.  Undercapitalized  and  sitting  on  back 
burner  but  positioned  to  take  off.  Has  second 
class  permit  and  eligibility  for  legal  ads.  Owner 
wants  to  concentrate  on  other  property.  Zone  4 . 
Box  1652,  Editor  &  Publisher. 


OTHER  INTERESTS  FORCE 
IMMEDIATE  SALE 

20-year-old  paid  circulation  tabloid  weekly  lo¬ 
cated  near  New  York  City  line  in  incorporated 
city  in  Nassau  County  where  casino  gambling  is 
a  real  possibility.  Retail  ads  increased  over 
100%  in  past  6  months  and  growing.  Small 
cash,  excellent  terms.  $40,000.  Call  evenings 
(201)  836-7298  or  (516)  496-3069  or  write 
Box  1714,  Editor  &  Publisher. 

PUBLISHER  for  January  24,  1981 
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NEWSPAPERS  FOR  SALE 


ESTABLISHED  NON-DAILY  community  pap¬ 
ers,  Florida.  Profitable.  Gross  of  $750M,  avail¬ 
able  for  $600M  net.  29%  down,  flexible  pay¬ 
out.  No  press  or  building.  Box  1707,  Editor  & 
Publisher. 


GROUP  OF  5  suburban-rural  weeklies.  Eastern 
Zone  5.  Gross  nearly  $300,000.  Composition, 
press,  buildings.  Can  be  split.  Terms  for  small 
buyer.  Box  1662,  Editor  &  Publisher. 


LONG  ESTABLISHED  WEEKLY  serving 
prosperous  Pennsylvania  area  close  to  Phi¬ 
ladelphia.  Annual  gross  over  $150,000. 
Realistically  priced.  WB  Grimes  &  Co,  Inc, 
National  Press  Building,  Washington  DC. 


MARYLAND  area.  3  tabloid  paper,  very  suc¬ 
cessful.  $320,000.  Terms.  29%  down  pay¬ 
ment.  10  years,  9%  interest. 

MINNESOTA  WEEKLY,  60.000  circulation, 

$110,000. 

SOUTH  CAROLINA  county  seat  weekly.  1900 
paid  circulation.  $105,000. 

MAGAZINE,  of  Wisconsin,  published  for  3 
years.  $25,000  down  payment.  Owner  fi¬ 
nance. 

SPECIALTY  NEWSLETTER  and  publishing 
company.  New  Jersey.  Circulation  5000  per 
motnth.  Owner  will  consider  terms. 

FOUR  WEEKLY  MAGAZINES— Philadelphia. 
Tampa.  Orlando,  Ft.  Lauderdale,  will  sell  as  a 
package,  or  would  seek  an  investor.  5  years  in 
business.  $250,000. 

TENNESSEE  WEEKLY— 5000  circulation, 
29%  down  payment,  owner  will  finance. 
$111,000. 

TENNESSEE  SHOPPER— Circulation  22,000, 
average  pages  44,  good  return.  $708,000. 
GEORGIA  WEEKLY — 29%  down  payment  own¬ 
er  finance.  8%  interest.  $40,000. 

2  COLORADO  WEEKLIES— Mortgage  at 
$60,000  can  be  assumed  at  8%  interest. 
$65,000  and  $120,000. 

ALABAMA  WEEKLY— Paid  circulation  2900. 
Priced  tor  quick  sale,  $170,000. 

SMALL  ALABAMA  WEEKLY— 730  mailed, 
730  placements.  Good  opportunity  for  young 
investor.  $25,000. 

ALABAMA  WEEKLY — Located  in  heavy  indust¬ 
rial  area,  1600  circulation.  $50,000. 
PUBLISHING  COMPANY — Excellent  growth 
potential.  Zone  4.  $150,000. 

MAGAZINE— Located  in  New  England  states. 
Opportunity  for  substantial  growth.  Wants  to 
sell  quick. 

BI-MONTHLY  MAGAZINE,  Sunbelt.  Good 
potential  for  aggressive  person.  $15,000. 

Business  Broker 
Associates 
(615)  756-7635 


NORTHWEST  OHIO  WEEKLY  shopper,  county 
seat,  15,000  circulation,  state  university  and 
city  saturation,  excellent  typesetting  business, 
no  press,  grossing  $80,000.  Write  Publisher, 
PO  Box  647,  Bowling  Green  OH  43402. 


SUMMER  ENTERTAINMENT  TABLOID;  Gross 
20M,  terms  $10,000  down,  $200  per  issue 
publishing  for  5  years.  Contact  The  Entertain¬ 
ment  News,  Box  305,  Rio  Grande  NJ  08242. 


SMALL  WEEKLY,  booming  area  near  Denver. 
Excellent  potential  but  needs  local  ownership, 
some  recapitalization.  Owner  wants  to  devote 
full  time  to  other  properties.  Box  1650,  Editor 
&  Publisher. 

SOUTHWEST  SUNBELT— Monthly  local  pre- 
stigious  arts  tabloid  with  travel/wine/food/ 
fashion  columns.  Net  $2000  per  issue  at  12 
pages.  Perfect  Mom/Pop  operation; 
tremendous  growth  potential,  three  years  old. 
solid.  Minimum  overhead  and  establishment 
sanction.  Only  $10,000  down,  will  carry.  Box 
1659,  Editor  &  Publisher. 


SEATTLE  AND  PUGET  SOUND  AREA.  2-year- 
old,  twice-monthly  speciality  tabloid  (Boating). 
Grossed  $50,000  2nd  year,  40,000  plus  dis¬ 
tribution.  Large  percentage  of  advertisers 
under  contract.  Will  sell  or  consider  part¬ 
nership/investor.  Steve.  (206)  789-0700,  Box 
17444,  Seattle  WA  98107. 

WEEKLIES  FOR  SALE 

WASHINGTON .  $300,000 

OREGON .  50,000 

IOWA .  163,000 

Please  furnish  qualifications. 

JOHN  N.  JEPSON,  BROKER 
(406)  266-4223 

Box  B  Townsend  MT  59644 


ZONE  5  weekly  grossing  $6  million.  Excellent 
financial  record.  Contact  1574,  Editor  &  Pub¬ 
lisher _ 

ZONE  4  weekly  group 
with  sales  of  $5  million. 

Ckintact  Box  1575,  Editor  &  Publisher. 


ANNOUNCEMENTS 
NEWSPAPERS  FOR  SALE 


SUMMER  ENTERTAINMENT  TABLOID:  Gross 
20M,  terms  $10,000  down.  $200  per  issue 
publishing  for  5  years,  (kmtact  The  Entertain¬ 
ment  News,  Box  305.  Rio  Grande  NJ  08242. 


ZONE  2 — Near  metropolitan  area  weekly  group 
with  sales  of  $1.7  million.  Contact  Box  1626, 
Editor  &  Publisher. 


NEWSPAPERS  WANTED 


COMMUNITY-MINDED  editor  with  business 
bent  seeks  medium  or  large  weekly  that  is  solid¬ 
ly  in  the  black.  TMC  or  paid.  Zones  1.  2  or  3 
only.  Box  1641,  Editor  &  Publisher. 


IF  YOU  ARE  without  competition  in  your  home 
base,  do  not  have  a  central  printing  plant,  and 
have  at  least  4500  paid  circulation,  our  widely- 
respected  group  of  community  newspapers 
would  like  to  discuss  purchasing  your  non-daily 
publication.  Flexible  arrangements  to  meet 
your  needs,  including  your  remaining  with  the 
newspaper.  No  paper  too  large  for  us  to  consid¬ 
er.  Please  send  information  to  Box  31752,  Edi¬ 
tor  &  Publisher.  All  replies  kept  strictly  con¬ 
fidential. 


INDUSTRY 

SERVICES 


CIRCULATION  SERVICES 


COIN  RACK  SERVICE.  Repair  and  painting- 
coin  mechanisms  exchange  service.  We  buy 
and  sell  used  racks  and  mechanisms  anywhere 
in  the  USA.  Call  Bob  Hamlin  (313)  775-1550. 


COMPUTER  SERVICES 


NEWSPAPER  SPECIALISTS 
Computer  upgrading,  onsite  system  design, 
programming  and  implementation.  Profession¬ 
al  Syndications,  Inc,  PO  Box  3600,  Trenton  NJ 
08629,  (609)  890-0061. 


ENGINEERING  & 
INSTALLATIONS 


PRESS  INSTALLATIONS,  rigging,  engineering 
modifications,  rebuilding  and  removal.  Single 
width  to  4  plate  wide.  Bramble  Professional 
Press  Engineering,  Rt  2.  Box  2285,  McAllen 
TX  78501.(512)682-7011. 


INK  RECOVERY 


WE  WILL  ACCEPT  your  waste  offset  ink.  Our 
federal  EPA  ID  number  is  CTD000790949. 
Call  for  details.  Ink  Recovery  Service  (203) 
443-5890. 


CLASSIFIED 
ADVERTISING  RATES 
LINE  ADS 

(Remittance  should  accompany  copy  un¬ 
less  credit  established.) 

1  week  —$3.50  per  line. 

2  weeks— $3.20  per  line,  per  issue. 

3  weeks— $3.00  per  line,  per  issue. 

4  weeks— $2  80  per  line,  per  issue. 

Add  $3.50  per  insertion  for  box  service 
and  count  as  an  additional  line  in  copy 

POSITIONS  WANTED 

(Payable  with  order.) 

1  week  —$2.50  per  line. 

2  weeks — $2.20  per  line,  per  issue. 

3  weeks— $2.00  per  line,  per  issue. 

4  weeks— $1.80  per  line,  per  issue. 

Add  $2.50  per  issue  for  box  service  and 
count  as  an  additional  line  in  copy. 

Count  approximately  39  characters 
and/or  spaces  per  line 
3  lines  minimum  (no  abbreviations) 

WEEKLY  CLOSING  TIME 
Tuesday  2  pm,  N.Y.  time 

Editor  &  Publisher 
575  Lexington  Av,  NY  NY  10022 
(212)  752-7050 


INDUSTRY  SERVICES 


FINANCIAL 


FINANCIAL  CONSULTANT 
Former  newspaper  publisher  announces  the 
opening  of  his  financial  consulting  firm.  Write 
or  call:  Mr  AW  (Al)  Bassett.  CPA,  Suite  600, 
Bank  of  the  Southwest,  Amarillo  TX  79109; 
(806)  352-0601. 


MARKETING  &  READERSHIP 
_ RESEARCH 


SRC  performs  market,  opinion,  and  readership 
surveys  with  computer  analysis.  This  essential 
information  system  can  benefit  your  newspaper 
dramatically.  Write  or  call  for  more  informa¬ 
tion.  Dr.  Long  or  Mr.  McKenzie.  Sunbelt  Re¬ 
search  Corp,  727  Spain  St,  Baton  Rogue  LA 
70802  (504)343-7301. 


MARKETING  SERVICES 


S.  JAMES  MARTIN 
Marketing  Counsel 
Weekly  Newspaper  Industy 
PO  Box  476,  Dublin  OH  43017  (614)  889- 
1031 


MESSENGER  SERVICES 


MESSENGER  SERVICE— We  pick  up  and  mail 
or  deliver  locally,  government  press  releases. 
Congressional  records,  federal  register  and 
other  public  information  from  government 
agencies  on  a  monthly  basis.  Write  or  call  Heiss 
Press  Service,  Inc.  2025  Eye  St.  NW,  Room 
502,  Washington  DC  20006,  Phone  (202) 
659-2726,  home  (301)  924-4589. 


EQUIPMENT 
&  SUPPLIES 


CAMERA  &  DARKROOM 


KAMERAK  SQUEEZE  LENSES 
Variable  lenses  0  to  8%.  Fixed  lenses  up  to 
12%.  (^mpare  our  quality  and  service. 
KAMERAK  (213)  437-2779 

Box  2798  Long  Beach,  CA  90801 


SQUeeze  Lenses,  new  and  *'ade  ins.  .  . 
Manufacturer/Specialist:,  since  1968 
New.  super  designs  surpass  all 
CK  Optical  (213)  372-0372 

Box  1067,  Redondo  Beach  CA  90278 


equipment  a  supplies 


COMPUTER  SOFTWARE 


BUSINESS  SOFTWARE  designed  by  a  pub¬ 
lisher  to  handle  bookkeeping  in  terms  of  "col¬ 
umn  inches."  Provides  many  sales  analysis  re¬ 
ports,  ^ing  analysis,  will  print  daily  cash  and 
sales  journals  and  monthly  statements,  will 
calculate  "service  charges."  requires  Radio 
Shack  Model  II 64K  Micro-computer.  For  sam¬ 
ple  reports,  phone  or  write:  Steve  Kuckuk,  PO 
Box  469,  Shawano  Wl  54166,  (715)  526- 
6188. 


CIRCULATION  SOFTWARE 
Business/Circulation  software  designed  for 
IBM  34  available  with/without  installation 
assistance.  Comprehensive  circulation  system 
maintains  total  homes  in  market  area.  Adapt¬ 
able  to  subscriber  only.  Provides  on-line  real 
time  update  to  starts,  stops,  service  errors.  In¬ 
cludes  route  error  alarm  system  with  real  time 
service  error  dispatching.  Includes  PIA  proces¬ 
sing  with  automatic  vacation  adjustment.  Pro- 
:  duces  all  ABC,  pressrun  and  delivery  man- 
I  ifests.  Bundle  top  wraps  include  start,  stop, 
and  service  error  messa^.  Carrier  statements 
handle  bonding  and  estimating.  A  full  line  of 
other  business  systems  available.  Contact 
Creative  Data  Systems.  9809  Wedd  Dr,  Over¬ 
land  Park  KS  66212.  (913)  381-1109. 


COMPUTERS 


COMPUTER  BARGAIN— TALSTAR  410! 
CLASSIFIED  AND  EDITORIAL  SYSTEM 

This  is  an  opportunity  that  comes  around  but 
once  in  a  lifetime.  Any  reasonable  offer  will  be 
considered.  There  is  nothing  wrong  with  this 
system!  We  have  just  outgrown  it  because  of  the 
continued  growth  of  our  newspapers.  Take  a 
I  minute  to  scan  what  is  offered. 

2  General  automation  18/30  computers  (65K) 
4  AMPEX  80  megabyte  disc  drives  (dual) 
ported) 

17  Spare  storage  discs 

1  General  automation  tape  drive 

2  Dataproducts  printers  (500-lines  per  minute) 
4  Teletype  TTY'S  (2  on-line) 

2  Documation  M-300  card  readers 
14  Computek  200  terminals  (8K  memory) 

2  CompuScan  Alpha  scanners  on  line  (lOK) 
(2  backup  6  level  BRPE  punches) 

4  Vista  type  light  readers  6  level 

2  6  level  BRPE  backup  output  from  Tal-Star 

3  Online  interfaces  from  Tal-Star  to  APS 

2  8  level  BRPE  backup  from  Tal-Star  to  APS 
20  AKI  6  level  tape/punch  keyboards 


EDITOR  &  PUBLISHER  for  January  24,  1981 


J.  R.  Adams 
120  E.  Van  Buren 
Phoenix  AZ  85004 
(602)  271-8500 


CLASSIFIED  ADVERTISING 
Order  Blank 

Name _ 

Company - 

Add  ress - 

City _ 

State _ Zip - 

Phone _ 

Classification - 

Copy - 


Assign  a  box  number  and  mail  responses  daily. 

Run  ad _ Weeks _ Till  Forbidden. 

Please  indicate  exact  classification  in  which  ad  is  to  appear. 
Mail  to:  Editor  &  Publisher,  575  Lexington  Av,  New  York,  NY  10022. 
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EQUIPMENT  &  SUPPLIES 


COMPUTERS 


FOR  SALE 

HENDRICKS  5200  SYSTEM 
Available  February  1,  1981 
Includes 

7  VDT's  with  controllers 
and  VDT  stands 

6  Decitex  readers 

7  Facit  punches 

An  operating  system  presently  produced  a  daily 
newspaper.  Offered  as  a  complete  package  or 
as  stand-alone  units. 

ATTRACTIVELY  PRICED 
Call  or  write: 

Dave  Smith  or  Karl  Judd 
DAILY  GATE  CITY 
1016  Main  St 
Keokuk  lA  52632 
(319)  524-8300 
or  call  Toll  Free: 

From  any  state  touching  Iowa 
(800)  553-7082 
From  anywhere  in  Iowa 
(800)  472-6003 


MAILROOM 


ADDRESSOGRAPH,  feeder,  cabinet,  frames,  2 
graphotypes,  Bunn  tyer.  (202)  628-5696 
Curtis. 


BRAND  NEW— Still  in  crate— Muller  Martini 
model  1509  Minuteman  saddle  stitcher  and 
three  knife  trimmer.  Two  stitching  heads,  one 
twin  feeder  and  217  three  knife  trimmer.  Price 
of  $50,000  includes  Minuteman  supervisory 
erector  and  original  warranty  honored.  Shipped 
FOB  Dayton,  Ohio.  Call  Chuck  Bonkofsky, 
(513)  878-3993. 


CUTLER-HAMMER  conveyors  and  spare  parts. 
Also  new  Crabtree  conveyors  and  spare  parts. 
NORTHEAST  ST0RA(3E  &  INDUSTRIES 
(213)  257-7557 


CUTLER  HAMMER  Mark  III  counter  stackers, 
Friden  flexos  and  gusto  perforators.  (202)  628- 
5696  Curtis. 


DIDDE-GLADER  3  station  newspaper  inserter. 
Model  320/3.  Price — $16,500.  Excellent  con¬ 
dition.  Bill  Schneider  &  Associates,  Inc,  2325 
Bluemont  Rd.  Waukesha  Wl  53186.  (414) 
784-0110. 


MAILROOM  EQUIPMENT 
EXCELLENT  COST  SAVINGS 

Sheridan  48P  inserter,  single  or  double  de¬ 
livery. 

Sheridan  24P  inserter. 

Folded  edge  first  delivery  for  all  Sheridan 
inserters. 

Sheridan  inserters  spare  parts. 

Muller  227  inserter  with  5  stations. 

Kansa  inserter  with  3  stations. 

Sta-Hi  257  counter  stacker  with  spare  parts. 
Cutler  Hammer  Mark  IV  counter  stacker. 
Signode  MLN2  tying  machine. 

Telescopic  truck  loaders. 

Roller  top  and  belt  conveyors. 

Heavy  duty  press  conveyor. 

Bottom  wraps  and  pacers. 

WANTED  TO  BUY 

Mailroom  Equipment  and  Complete  Plants. 

GRAPHIC  MANAGEMENT  ASSOCIATES 
Newspaper  Mailroom  Systems  Division 
PO  Box  55 

Southboro  MA  01772 
(617)  481-8562 

"The  Newspaper  Mailroom  Specialists" 


NEWSPAPER  STUFFING  MACHINE.  Graphi- 
cart  120.  Contact  Dow  Jones  &  Co.  Inc,  PO  Box 
4189,  Federal  Way  WA  98003.  (206)  838- 
4400. 


STA-HI  257  counter  stacker. 

Excellent  condition. 

Cutler  Hammer  counter  stacker. 

Good  condition. 

Call  (914)  666-8951. 

IT’S  A  CLASSIFIED 
SECRET! 

We'll  never  reveal  the  identity  of  an 
E&P  box  holder.  However,  if  you  don’t 
want  your  reply  to  go  to  certain  news¬ 
papers  (or  companies),  seal  your  rep¬ 
ly  in  an  envelope  addressed  to  the 
box  holder.  Attach  a  note  listing  news¬ 
papers,  groups  or  companies  you 
don't  want  the  reply  to  reach;  put  the 
reply  and  note  in  an  envelope  addres¬ 
sed  to  E&P  Classifieds.  If  the  Box 
Number  you're  answering  is  on  your 
list,  we'll  discard  your  reply. 


EQUIPMENT  &  SUPPLIES 


MAILROOM 


FOR  SALE:  2  Sheridan  P32  5  pocket  inserters 
(10,000  per  hour),  1-AMPAC  strapper,  1- 
Pivano  3  knife  trimmer,  AKA  II  keyboards.  All 
in  excellent  condition.  Must  sell.  Box  1597, 
Editor  &  Publisher. 


FOR  SALE — Bunn  Tying  machine,  model  19, 
used  2  hours  per  week  for  1  year.  Excellent 
condition  $1800.  2  Elliott  address  machines 
no.  3001,  no.  3300  with  programmer.  Excel¬ 
lent  condition.  27  drawer  cabinet.  (609)  654- 
9221,  Medford  NJ. 


GOOD  RECONDITIONED  Cheshire  and  Mag- 
nacraft  labeling  machines  with  single  and  mul¬ 
tiwide  label  heads  and  quarter  folders.  Call 
Scott  or  Ed  Helsley,(800)  527-1668. 


GOOD  USED  COMPOSING  AND  MAILROOM 
EQUIPMENT.  CG  scanner,  unified  composer, 
videosetter  II  plus  all  interfaces  and  spare  parts 
for  typesetter.  4-station  Kansa  Corp  inserter 
with  compressor  and  parts.  All  above  equip¬ 
ment  purchased  new  in  1977.  Available  im¬ 
mediately.  For  complete  information  please 
contact:  JA  Buttorff,  The  Review  Times,  PO 
Drawer  Cm  Fostoria  OH  44830, 


METRO  STACK  MASTER  counter  stacker, 
model  SM301,  manufactured  by  IDAB,  purch¬ 
ased  October  1972.  In  good  condition.  $5000 
or  reasonable  offer.  Contact  Norman  Hoff¬ 
mann,  150  W.  Brambleton  Av,  Norfolk  VA 
23501,  (804)  446-2028. 


NEWSPRINT 


30  LB  NEWSPRINT  ROLLS  all  sizes 
BEHRENS  Pulp  &  Paper  Corp 
3305  W  Warner,  Santa  Ana  CA  92704 
(714)  556-7130 


NEWSPRINT  ROLLS— We  Buy/Sell.  Kramer  & 
Cramer  Inc,  550  Frontage  Rd,  Northfield  IL 
60093.  (312)  446-7017. 


NEWSPRINT  ROLLS— Standard  30  lb  steady 
supply,  prompt  shipment  from  inventory,  deli¬ 
vered  price  on  request.  Brookman  Paper  Corp,, 
300  E  54  St,  New  York,  NY  10022.  (212) 
688-3020. 


STANDARD  30  lb  newsprint  made  to  your  spe¬ 
cification.  Shipments  direct  from  major  mills. 
Box  35468,  Editor  &  Publisher. 


PHOTOTYPESETTING 


IBM  COMPOSER,  IBM  ESC,  IBM  fonts.  Comp 
IV,  and  7200.  N.  Gregory,  343  Clive  Av, 
Oceanside  NY  11572.  (516)  764-2250. 


IT'S  ALMOST  READY  ... 

Our  new  APlOO  intelligent  terminal  system,  to 
be  released  in  March,  has  been  worth  waiting 
for.  Text  may  be  prepared  for  virtually  any  front- 
end  system  or  typesetter  with  our  universal  en¬ 
try  language.  The  APlOO  can  send  data  to  your 
existing  editorial  or  ad  system  or  even  drive 
most  typesetters  directly. 

We  otter  a  terminal  that  can  store  45,000  keys¬ 
trokes  in  memory  and  140,000  keystrokes  on  a 
single  5,25  inch  floppy  diskette.  (Jur  text  entry 
system  is  easy  to  learn  and  use  and  features  ful  I 
cursor  control,  scrolling,  paging,  copy  block 
manipulation  and  global  character  string 
search  and  replacement. 

The  best  part  is  the  price.  Complete  systems  at 


For  further  information  call  or  write: 
First  Main  (Computer  Systems  Inc. 
8700  King  George  Dr.  Suite  103 
Dallas  TX  75235 
(214)  634-2860 


PHOTOTYPESETTER  Comp  II,  14  fonts  with 
plugs,  spare  parts  kit.  Can  be  seen  running. 
(201)  568-5680. 


DATA  100  line  printer,  model  2432  Ml,  175 
lines  per  minute,  3  years  old,  used  with  Com- 
puScan  start  system.  In  good  condition.  $3000 
or  reasonable  offer.  Contact  Norman  Hoff¬ 
mann,  150  W.  Brambleton  Av,  Norfolk  VA 
23501,  (804)  446-2028. 


EQUIPMENT  FOR  SALE 
Harris  TXT  Fototronic  photo  typesetter  with 
Compuscan  170  optical  scanner  and  Harris 
1100  Editor  terminal  linked  to  Teletype  punch 
tape  machines;  includes  some  15font  lOpoint 
associated  discs  and  mating  Perry  Font  Olivetti 
electric  typewriters. 

Equipment  is  now  in  use  and  may  be  seen 
before  purchase. 

Contact:  James  Sheridan,  Sheridan  Printing 
Co.,  Inc,  Alpha  NJ  08865.  (201)  454-8561. 


EQUIPMENT  &  SUPPLIES 


PHOTOTYPESETTING 


CASH  FOR 

MARK  I,  IV,  V  PACESETTERS 
LINOTRON  202 
(614)  846—7025 


COMPUGRAPHIC  VIDEOSEHER  2414,  mod¬ 
ified  for  unified  terminal  system.  Complete 
spare  parts  kit  included.  Henry  Stebick,  (jlean 
Times  Herald,  Clean  NY.  (716)372-3121  Ext 
245. 


COMPUGRAPHIC  2961 , 4961 ,  CG  7200,  per¬ 
forator,  Kodak  daylight  developer,  waxer,  mis¬ 
cellaneous.  All  in  good  working  condition. 
$4000.  (904)  748-1240. 


COMUGRAPHIC  JR-Excellent  condition. 
Bought  1977  and  used  as  back  up  machine. 
Includes  4  fonts,  gears  and  pulleys,  spare  parts 
kit.  $2600  or  best  offer.  (607)  273-6092. 


COMPUGRAPHIC  9100  6  levels,  TTS  paper- 
tape  keyboard  with  display.  $999  or  best  offer. 
Call  (608)  493-2291  ask  for  Bart. _ 


PRESSES 


COLOR  KING 
2  unit  with  folder 
(415)  495-6010. 


CUSTOM-BILT  3  knife  trimmer  for  Goss  SC  or 
Suburban  folder.  ONE,  Atlanta  GA.  Phone 
(404)  321-3992,  Telex  700563. 


1970  MODEL  NEWSKING  PRESS,  4  stacked 
units,  2  stacked  roll  stands,  2  on  the  floor. 
Currently  in  operation.  $65,000.  Contact  Alex 
Coulter,  (501)  735-1010. 


MUST  SACRIFICE  offset  web  printing  plant.  5 
unit  Econ-O-Web  press  with  W  folder  and  drive, 
model  36,  10  years  old  plus  miscellaneous 
spare  parts.  NuArc  flip-top  plate  burner. 
National  plate  processor,  Baldwin  No.  104 
count-o-veyor.  As  is  where  is  condition.  Los 
Angeles  area.  $89,950,  Call  Mr.  Paradis, 
(714)  365-3315  or  Mr.  Trausch  (213)  928- 
5591. 


ONE  USED  Goss  Suburban  4  units  with  Sub¬ 
urban  folder.  Price  $69,000.  Call  (214)  934- 
4256,  ask  for  Sid  McDonald. 


POLYGRAPH  (Royal  Zenith)  4  unit  with  folder 
and  sheeter,  17^24V(2  web  width.  (415) 
495-6010. 


THREE  UNIT  COTTRELL  V15A,  JF7  folder. 
New  1975,  light  use  and  well  maintained.  Mer¬ 
ger  makes  available.  Located  Montpelier.  Ohio. 
$96,000.  Merger  makes  available,  easily 
moved.  Bryan  Times,  Bryan  OH  43506,  (419) 
646-1111. 


EQUIPMENT  &  SUPPLIES 


PRESSES 


EXCELLENT  CONDITION— 3  Butler  automatic 
splicing  units.  Model  3242-10.  Maximum  web 
with  32",  maximum  web  diameter,  42".  1000' 
per  minute.  As  is,  where  is  condition.  Los 
Angeles  area.  $32,000  each.  Call  Mr.  Paradis, 
(714)  365-3315  or  Mr.  Trausch  (213)  928- 
5591. 


GOSS  URBANITE  presses  and  add-on  compo¬ 
nents.  Presently  in  our  inventory:  complete 
presses,  units  and  folders.  Remanufactured 
equipment  available,  prepared  to  original 
equipment  specs.  Please  call  for  our  quotation. 
ONE,  Atlanta  GA.  Phone  (404)  321-3992, 
Telex  700563. 


GOSS  URBANITE  PRESSES 
AND  COMPONENTS 


10  units  2  folder,  1971. 

6  units  1  folder,  1972 
6  units  1  folder,  1972 

Roll  stands,  upper  balloon  former,  motor  drives 
and  miscellaneous  accessories.  We  will  sell 
complete  presses  or  components. 

IPEC,  INC. 


97  Marquardt  Drive 
Wheeling  IL  60090 

(312)  459-9700  Telex  20-6766 


GOSS  COMMUNITY,  2  grease  units,  folder. 
This  press  is  skidded  up  and  ready  to  ship.  Will 
sell  as  is  or  we  will  install.  Contact  W.R.  Stabler 
or  D.  Church  at  (707)  226-3711  or  write  PO 
Box  150,  Napa  (lA  94558. 


HARRIS  845,  five  units  1975,  22  ^4  cutoff,  3 
Butlers,  folder,  Ipec,  Inc.,  97  Marquardt  Dr, 
Wheeling  IL  60090.  (312)  459-9700. 


HARRIS  V-15A,  add-on  units,  1977. 

Cottrell  V-25,  Vx  and  folder. 

Goss  Community  add-on  units,  1969-76. 

Goss  Suburban  add-on  units. 

Goss  folders:  Urbanite,  Suburban,  SU. 

Goss  Urbanite  Vt  folders, 

Goss  4,  6,  8-position  roll  stand. 

Gregg  flying  imprinter  22  ^4",  45  Vi". 

Fincor  motor  and  controls. 

WANTED:  Newspaper  equipment  and  com¬ 
plete  plants. 


IPEC,  INC 


97  Marquardt  Dr. 

Wheeling  IL  60090 

(312)  459-9700  Telex  20-6766 


Inland  of  Kansas  City 

Since  1910 


WORLD’S  LARGEST  NEWSPAPER  EQUIPMENT  DEALER 

2—8  unit  Goss  Mark  I  A-80  Headliner  Presses. 

Press  No.  2008,  8  unit,  3  color  half  decks,  1  double  2:1  folder,  double 
upper  formers,  22%"  cutoff,  90°  plate  bagger,  tension  plate  lockup, 
Goss  Automatic  reels,  tensions  and  pasters,  Cline  controls,  40  HP 
unit  drive  motors,  geared  for  52,500  IPH,  paper  dollies,  Mfg.  1948,  K  & 
F  shims. 

We  can  arrange  for  removal,  transportation  and  installation  of  presses  in 
buyers  plant. 

1  Goss  Urbanite  'A  page  folder. 

4  CAPCO  portable  color  fountain. 

1  Hoe  single  delivery  3:2  folder,  serial  3246A,  23  9/16"  cutoff. 

2  50  HP  Cutler-Hammer  press  motors. 


Offered  Subject  to  Prior  Sale  by 

land  newspaper  machinery  corporation 

105TM  A  SANTA  F6  DRIVE.  LENEXA  KAN  66215  USA  913-492-905t; 

An  Inland  Industries  Company 
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BUSINESS  REPLY  CARD 

FIRST  CLASS  PERMIT  NO  20  NEW  YORK,  N  Y. 
Postage  will  be  paid  by 

Editor  &  Publisher 

Circulation  Department 
575  Lexington  Avenue 
New  York,  N.Y.  10022 


EQUIPMENT  &  SUPPLIES 


PRESSES 


21 VS"  CUTOFF  HOE  COLORMATIC,  3  units,  2 
half  decks,  available  now. 

22V4"  Goss  Headliner  unit,  1  color  hun-p. 

4  Wood  autopasters. 

3  single  wide  Goss  digital  reel,  tension  pasters. 
2  new  Goss  web  width  cut  down  kit. 

22V4"  cutoff  Hoe  color  convertible  4  units, 
available  now. 

Now  in  our  warehouse  cleaned  and  painted  or 
rebuilt. 

4  unit  Harris  V22. 

5  unit  Harris  V22  RB7  folders. 

3-1  unit  Harris  V22,  and  folders. 

1  unit  Harris  VISA. 

4  unit  Mergenthaler. 

1  Gregg  imprinter. 

6  unitVlSA. 

1  unit  Community  and  folder,  oil  bath. 

4  unit  Community  and  folder,  oil  bath. 
Suburban  add-on  units. 

BRAMBLE  PROFESSIONAL  PRESS  INC. 
Route  2,  Box  2285,  McAllen  TX  78501 
(512)682-7011 


Upper  Former  for  Goss  Suburban  1500  series 
folder.  ONE,  Atlanta  GA.  Phone  (404)  321- 
3992,  Telex  700563. 


WE  HAVE  IN  STORAGE:  Spare  parts  for  Hoe, 
Scott,  Goss  and  Wood  presses,  either  offset  or 
letter  press:  Capco  irartable  ink  fountains; 
Wood  ink  fountains;  Goss  portable  ink  foun¬ 
tains;  Hoe  ink  boxes;  2  dine  reels  and  pasters 
in  seif  contained  framing,  running  belts,  side 
lay,  etc. ,  suitable  for  publications  or  newspaper 
presses;  Goss  single  width  balloon;  Hoe  2:1 
double  delivery  folder  22^4  cutoff.  We  have  or 
we  can  get  what  you  need  for  you  pressroom  or 
mailroom. 

NORTHEAST  STORAGE  AND  INDUSTRIES, 
INC. 

(213)  257-7557 


WESTERN  GEAR  sheeter,  22^4x36. 
Can  be  added  to  any  36"  web  offset  press. 
(415)  495-6010. 


WEB  OFFSET  PRESSES 

6  units  Harris  845,  23-9/16" 

6  units  Wood  Colorflex 
6  units,  2  folders  Harris  VI 5A 
4  units  Wood  Colorflex 
4  units  Color  King 
4  units  Pacer 

4  units,  2  folders  Harris  V25 
4  units  Econo-Web  (Web  Press  Corp.) 

2  units  Daily  King  with  Color  King  Folder 
60"  Capco  rewinder 
36"  Goss  Urbanite  roll  stand,  converted 
rewinder 

Balloon  fomers,  single  and  double 

All  equipment  available  immediately. 

Wanted  to  Buy:  1  unit  Goss  Urbanite,  23-9/ 
16" 

UNIVERSAL  PRINTING  EQUIPMENT  CO., 
INC. 

PO  Box  455 
Lyndhurst  NJ  07071 
(201)  438-3744 


WANTED  TO  BUY 


LATE  STYLE 

COHRELL  V22/25  AND  845 
BOX  273,  EDITOR  &  PUBLISHER. 


MULLER  227  INSERTER. 
Must  be  seen  in  operation. 
Box  1686,  Editor  &  Publisher. 


NEED  1500  SERIES  GOSS  SUBURBAN 

4  to  6  units 

BOX  200,  EDITOR  &  PUBLISHER. 


OFFSET  ROTARY  used  for  80  page  tabloid.  4x4 
color.  Minimum  cylinder  speed  50,000  revolu¬ 
tions.  Automatic  roll  switch.  Box  1708,  Editor 
&  Publisher. 


SHERIDAN  72P  INSERTER 
for  daily  newspaper  operation 
Box  34255,  Editor  &  Publisher 


WILL  PAY  TOP  CASH  PRICES  for  paper  cut¬ 
ters,  Phillipsburg  and  Pitney-Bowes  inserting 
machines;  Cheshire  automatic  labelers,  die 
cutters,  sheeters,  Bunn  string  tyers,  envelope 
converting  equipment,  vacuum  forming,  shrink 
pack,  skin  packaging  and  blister  forming  also 
printing  presses  etc.,  plus  Virkotype  and  gold 
stamping  equipment.  We  will  assume  all  pick 
up  and  transportation  charges  ad  pay  in  cash  or 
certified  check  in  advance.  Phone  toll  free 
(800)  521-5586  or  in  Michigan  (313)  865- 
7777. 

M.  SELLARS  &  ASSOCIATES 
PO  Box  1352 
Dearborn  Ml  48121 


EQUIPMENT  &  SUPPLIES 


WANTED  TO  BUY 


CHESHIRE  and  Phillipsburg  any  condition. 
Call  collect  Herb  (201)289-7900.  AMS.  1290 

Central  Av,  Hillside  NJ  07205. _ 

GOSS  COMMUNITY  OIL  BATH,  with  SC  folder 
unit  separate.  Box  1983,  Editor  &  Publisher. 


FOUR  JOURNULISM  POSITIONS 
THE  UNIVERSITY  OF  TEXAS 
The  University  of  Texas  at  Austin  seeks  four 
faculty  members  for  Fall  1981,  with  specializa¬ 
tions  in  one  or  more  of  these  areas:  public 
relations  (two  positions,  including  sequence 
head),  broadcast  news,  magazine  editing/news 
editorial,  and  graphic/photoiournalism.  It  is 
also  anticipated  that  sevcial  faculty  lines  may 
be  opened  in  areas  including  communication 
law  and  media  regulation  and  international 
communication.  Doctorate  preferred;  substan¬ 
tial  professional  experience  and  scholarly  or 
creative  performance  is  required.  Salary  and 
rank  dependent  upon  experience  and  qualifica¬ 
tions.  Send  resumes  and  a  list  of  references  to: 
Dr.  Wayne  A.  Danielson,  Chair,  Search  Com¬ 
mittee  Department  of  Journalism,  The  Uni- 
veris^  of  Texas  at  Austin,  Austin  TX  78712. 
Application  dealine:  February  1,  1981.  The 
University  of  Texas  at  Austin  is  an  affirmative 
action,  equal  opportunity  employer. 


JOURNALISM  INSTRUCTOR  OR  ASSISTANT 
PROFESSOR  to  advise  weekly  lab  newspaper 
and  teach  reporting,  editing.  At  least  MA  or  MS 
with  solid  media  experience  and  teaching  and 
advising  experience  on  college  level.  PhD  or 
ABD  desired.  The  salary  competitive.  Position 
open  beginning  Fall  semester  August  1981. 
ASSISTANT  PROFESSOR  OF  JOURNALISM  to 
teach  advertising  and  public  relations  courses 
on  undergraduate  and  graduate  levels.  Adver¬ 
tising  courses  includes  principals,  sales,  and 
copy  writing.  PhD  preferred.  Professiu  al  and 
teaching  experience  essential.  Salary  competi¬ 
tive.  Position  open  beginning  Fall  semester  Au¬ 
gust  1981.  Application  deadline  for  above 
positions  is  February  15,  1981.  Send  up  to 
date  resume,  college  transcripts,  and  three  re¬ 
ferences  to:  Chairman  Department  of  Journal¬ 
ism  and  Radio-TV,  Box  2456  University  Sta¬ 
tion,  Murray  KY  42071. 

Murray  State  is  anEqual  Opportunity/ 
Affirmative  Action  Employer 


PROFESSIONALLY-ORIENTED  journalism 
program  seeks  person  with  news-editorial  ex¬ 
perience  to  teach  undergraduate  courses  in  re¬ 
porting,  introduction  to  the  mass  media,  and 
editing.  Position  open  Fall  1981.  Earned 
doctorate  preferred,  but  applicants  who  have  a 
master's  degree  and  substantial  professional 
experience  will  be  considered.  Send  resume  to 
Dr.  Arthur  Margosian,  Interim  Chairman.  De¬ 
partment  of  Journalism,  California  State  Uni¬ 
versity,  Fresno,  Fresno  CA  93740.  Closing  date 
February  6,  1981.  Equal  opportunity  em¬ 
ployer. 


EQUIPMENT  ft  SUPPLIES 


WANTED  TO  BUY 


WANTED:  Good  used  add  on  units  for  Harris 
N-845 .  One  or  two  units  needed,  will  consider 
a  complete  pressline.  Also  need  1200-1600 
FPM  Suiter  splicer.  Contact  Jon  Anderson 
(616)  754-3673. 


ADVERTISING  FACULTY  position  open  August 
1981.  Tenure  track.  Teach  mainly  in  advertis¬ 
ing,  public  relations.  Other  courses  as  needed. 
Seveiral  years  recent,  relevant  advertising  expe¬ 
rience;  some  teaching  background  preferred. 
Salary  competitive  and  commensurate  with 
education,  experience.  Equal  opportunity  em¬ 
ployer.  (Xintact  Chairperson,  Journalism  De¬ 
partment,  University  of  North  Dakota.  Grand 
Forks  ND  58202.  Deadline  February  27, 
1981. 


FACULTY  POSITION  in  ACEJ-accredited  news 
editorial  ^uence  to  teach  basic  photography, 
newswriting  and  other  courses.  Professional  ex¬ 
perience  with  newspaper  or  magazine  required. 
FYiD  preferred.  Salary  competitive.  Application 
deadline:  March  3,  1981.  Position  available: 
August  15,  1981.  Equal  opportunity/affirma¬ 
tive  action  employer  M/F.  Smd  resume  and  list 
of  references  to  Joel  Gambill,  Department  of 
Journalism  and  Printing,  Arkansas  State  Uni¬ 
versity,  State  University  AR  72467. 


GRADUATE  ASSISTANTSHIPS  for  1981-82. 
Masters  program  in  mass  communications  with 
major  in  journalism.  $3065  stipend  for  9 
months.  (Jut  of  state  tuition  reduction.  Write: 
Joel  Gambill,  Department  of  Journalism  and 
Printing.  Arkansas  State  University,  State  Llni- 
versity  AR  72467. 


OHIO  STATE  UNIVERSITY.. .Assistant  Profes¬ 
sor  of  Journalism  to  teach  communications  law 
and  some  basic  journalism  courses.  PhD  pre¬ 
ferred.  $18,000  to  $20,000  academic  year 
appointment  beginning  September  1981. 
More  information  from  Walter  Bunge,  Director, 
School  of  Journalism,  The  Ohio  State  Universi- 
N,  242  West  18th  Ave,  Columbus  OH  43210. 
F^one:  (614)  422-6291. 


PUBLIC  RELATIONS/JOURNALISM:  Utica 
College.  1500-student-body  college  of  Syra¬ 
cuse  University  on  its  own  campus,  has  two 
faculty  openings:  one  in  public  relations  and 
one  in  journalism,  commencing  September 
1981.  ^blic  relations  positions  is  a  tenure- 
track  opening  in  a  nationally-recognized,  well- 
established  degree  program.  Journalism  posi¬ 
tion  is  a  one-year  appointment,  potential  for 
tenure-track,  involving  basic  newswriting,  re¬ 
porting,  editing.  Master's  degree,  professional 
experience  essential.  Salary  competitive,  ex¬ 
cellent  fringes.  Letter,  resume  to  Professor 
Raymond  Simon,  Utica  College  of  Syracuse 
University,  Utica  NY  13502.  An  equal  oppor¬ 
tunity,  affirmative  action  employer  which  spe¬ 
cifically  invites  women  and  minorities  to  apply. 


HELP  WANTED 


ACADEMIC 


SPRING  TERM  OPENING— University  of  Flor¬ 
ida  has  opening  for  Spring  quarter  only  for  per¬ 
son  to  teach  suney  of  communications  and 
reporting.  Visiting  position.  Masters  in  journal¬ 
ism  and  professional  experience  required. 
Deadline  February  6.  Contact  John  Griffth, 
3050  Jm  Building,  University  of  Florida, 
Gainsville  FL  32611.  UF  is  an  equal  opportun¬ 
ity/affirmative  action  employer. 


UNIVERSITY  OF  NEBRASKA  AT  OMAHA  seeks 
instructor  or  assistant  professor  to  teach  broad¬ 
cast  journalism,  including  courses  in  radio  and 
tv  news  writing,  reporting  of  public  affairs  and 
other  courses  in  mass  communication.  PhD 
and  broadcast  journalism  experience  prefer¬ 
red,  master's  and  substantial  professional  ex¬ 
perience  required.  Tenure-track  ppsition,  mini¬ 
mum  $14,000  with  good  possibility  of  summer 
teaching  at  18%  of  ninth  month  salary.  Ap¬ 
plication  deadline  March  1,  1981;  starting 
date  August  17.  Send  resume  to  Dr  Hugh  Cow- 
din,  Chairpei^,  Department  of  Communica¬ 
tion,  University  of  Nebraska  at  Omaha,  Omaha 
NB  68182.  UNO  is  affirmative  action  and 
equal  opportunity  employer;  minorities, 
women,  handicapp^  and  Vietnam-era  veter- 
ans  are  encoura^  to  apply. _ 


ADMINISTRATIVE 


CONTROLLER 

Excellent  opportunity  with  60,000  weekly 
group.  Zone  b  growth  market,  teta-base  pub¬ 
lishing  operation  now  being  formalized.  Broad 
financial  and  management  responsibility.  Re¬ 
sume  to  Box  1688,  Editor  &  Publisher. 


GENERAL  MANAGER— Zone  5.  50,000  week¬ 
ly  group,  dominant  in  market.  No  travel.  Strong 
marketing  background,  hands-on  manage¬ 
ment.  Good  spot  with  growth  publisher.  Box 

1689,  Editor  &  Publisher. _ 

GENERAL  MANAGER  and  chief  operating 
officer.  Daily  and  Sunday,  10,000  to  15,000 
circulation  range.  Immediate  opening.  Include 
salary  requirements  with  resume  to  rax  1704, 
Editor  &  Publisher. 


MARKET  RESEARCH  PROJECT  DIRECTOR— 

Leading  communications  research  firm  needs 

behavioral  researchers  for  its  new^per  divi¬ 

sion.  Send  samples  of  writing  showing  analytic¬ 
al  abilities  and  use  of  research  techniques.  An 
advanced  degree  is  required.  Experience  or 

knowledge  of  all  phases  of  new^per  opera¬ 

tions  preferred.  Competitive  starting  salary  and 
great  career  advancement  possibilities.  Send 

resume  including  references  and  salary  history 

to  Dan  Bormann,  Vice  President  and  Chief 

Administrative  Officer,  Frank  N  Magid  Associ¬ 

ates,  One  Research  Center,  Marion  1 A  52302. 


Major  communications  com¬ 
pany  is  looking  for  an  aggres¬ 
sive,  experienced,  forward- 
looking  executive  for  position 
in  General  Management.  This 
individual  will  be  involved 
with  both  moderate  sized 
dailies  and  weeklies  which 
are  in  a  variety  of  marketing 
situations  relative  to  circula¬ 
tion  and  advertising. 


We  are  looking  for  the  indi¬ 
vidual  whose  background  and 
job  history  shows  extensive 
weekly  and  some  daily  ex¬ 
perience.  Marketing  expertise 
in  the  advertising  and  circula¬ 
tion  areas  is  most  important. 


If  your  management  strength 
is  in  planning  your  moves, 
anticipating  your  competition 
and  achievement  of  goals, 
you  could  be  the  individual 
that  our  organization  is  sear¬ 
ching  for.  Send  letter  includ¬ 
ing  detailed  resume  to: 

Box  1 643,  Editor  &  Publisher 
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ASSOCIATE  PROFESSOR 
IN  JOURNALISM 

Competent  In  several  of  the  following  fields: 

History  Public  Relations  Law 

Photojournalism  Ethics  Magazines 

Reporting  and  Editing 

Ph.D.  in  Journalism  or  Mass  Communications  preferred  with  successful 
university  teaching,  research  interests  and  significant  professional  ex¬ 
perience — will  consider  equivalent  mix  of  strong  credentials. 
Department,  established  in  1945,  has  100  to  125  highly  motivated  majors 
from  a  diverse  student  body  who  attend  small  classes  on  a  22-acre 
campus  in  the  nation's  media  center. 

Appointment  effective  September  1, 1981. 

Send  resume  by  March  1st  to: 

Dr.  Stanley  Kardonsky,  Director  of  Administration 

Long  Island  University 

THE  BROOKLYN  CENTER 

University  Plaza.  Brooklyn.  N  Y.  11201 
An  Equal  Opportunity/Affirmative  Action  Institution. 
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ASSISTANT 

CLASSIFIED  MANAGER 


47,000  DAILY  IN 
VANCOUVER,  WASHINGTON 

This  will  become  a  key  management  position 
and  a  career  opportunity  for  you.  Our  newspap¬ 
er— The  Columbian,  an  award-winner  with  a 
progressive,  young  management  philosophy 
and  stable  sales  staff.  Our  city — one  of  the 
fastest  growing  in  the  state.  Just  10  minutes 
from  Portland,  Oregon,  90  minutes  from  ocean 
beaches  or  Mt.  Hood  skiing,  60  minutes  from 
the  best  fishing  and  camping  in  the  Northwest. 
Your  responsibility— bring  us  your  present  re¬ 
cord  of  success  in  classifred  supervision,  tele¬ 
phone  and  outside  sales.  Then  supervise,  train, 
motivate  our  11  salespeople  and  learn  classi¬ 
fied  management  from  top  to  bottom.  Starting 
salary  $25-28,000  plus  full  benefit  package 
including  27  paid  days  off  a  year. 

If  you  feel  qualified  for  this  job,  send  a  letter 
and  resume  to:  Alverta  Brown,  The  Columbian, 
PO  Box  180,  Vancouver  WA  98666.  Replies 
confidential. 

Equal  Opportunity  Employer. 


CLASSIFIED  ADVERTISING  DEPARTMENT 
MANAGER  in  Zone  9.  Basic  subscription 
20,000.  Experienced  in  current  advertising 
techniques  including  personnel  selection  and 
direction.  Apply  with  resume  including  com¬ 
pensation  expected  and  date  of  availability  to 
Box  1660,  Editor  &  Publisher. 


CLASSIFIED  PHONE  ROOM  SUPERVISOR  for 
south  Florida  daily  with  circulation  of  18,000. 
Experience  required.  Excellent  company  be¬ 
nefits.  Send  resume  and  salary  requirements 
to:  Box  1673,  Editor  &  Publisher. 


HIGH  ENERGY  advertising  manager  wanted  for 
Kansas  City  suburban  multi-zone  group.  We're 
looking  for  a  manager  who  wants  to  succeed  in 
an  exceptional  MBO  program.  Send  resume  to 
Box  1616,  Editor  &  Publisher. 


LAYOUT/DESIGN 


I'm  looking  for  the  new  breed  in  layout/design 
journalists:  a  newspaper  person  who  can  let  the 
creative  juices  flow  when  it  comes  to  turning 
story,  art,  graphics  and  type  into  dynamite 
packaging.  If  you  have  the  skills,  experience, 
ingenuity  and  desire.  I'll  turn  you  loose  to  worx 
with  some  of  the  best  reporters  and  photo¬ 
graphers  in  the  Pacific  Northwest.  We're  a 
22,000,  7-day  looking  to  soar  even  higher. 
Send  letter,  resume,  page  layout  samples,  sal¬ 
ary  history  and  expectations  to  Neil  C  Hopp, 
Managing  Editor,  The  Times-News,  PO  Box 
548,  Twin  Falls  ID  83301.  No  phone  calls. 


MIAMI  BUSINESS  DAILY  is  seeking  profes¬ 
sional  sales  people  for  expansion  of  retail  ad 
staff.  Applicants  must  have  newspaper  space 
sales  background  and  proven  track  record.  We 

Kay  base  salary,  generous  commission  and 
ave  good  company  benefits.  Send  resume  and 
brief  outline  of  your  sales  results  to  Lee 
Ruwitch,  Publisher,  Miami  Review,  PO  Box 
010589,  Miami  FL  33101,  or  phone  (305) 
377-3721. 


NATIONAL  REP  WANTED 
Prestigious  publisher  of  special  ad  sections  and 
tabloids  for  large  shopping  malls,  ^eks  rep  for 
national  advertising  accounts.  Targeting 
marketing.  Contacts  in  soft  goods  and  other 
retail  lines.Contact  Joseph  A  McHugh,  JAM 
Publications,  7  Ardleign  Ct,  Mt  Laurel  NJ 
08054:  (609)  234-7214. _ 


CLASSIFIED  MANAGER 
A  fast  growing  shopper  group  in  suburban  Dade 
county  needs  an  experienced  leader  now.  Must 
have  good  interpersonal  skills  and  be  a  good 
trainer.  We  have  good  working  conditions,  top 
compensation  plus  bonus  and  a  great  area  to 
live  in.  Send  your  resume  complete  with  salary 
history  and  needs  to  Dick  Mandt,  President, 
Fl^r  Publishing  Corp,  8672  Bird  Rd,  Miami  FL 


ADVERTISING  MANAGER  for  18,000  morning 
and  Sunday  newspaper.  Good  opportunity  with 
progressive  group  newspaper  in  pleasant  com¬ 
munity.  Send  resume  to  Robert  W  Murphy, 
Publi^er,  The  Times-West  Virginian,  PO  Box 
1472,  Fairmont  WV  26554. 


Learn  how  an  E&P  CLASSIFIED  AD  can  put 
you  to  work:  sell  or  seek  equipment,  products 
and  services:  or  maybe  rind  that  profitable 
weekly  you've  wanted  to  own. 
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ADVERTISING  SALES  MANAGER 
State-wide  tourist  oriented  weekly  tabloid  seek¬ 
ing  experienced  advertising  sales  managers  for 
various  Florida  offices.  Must  be  experienced  in 
staff  supervision  and  training.  Starting  salary 
$18,200  plus  incentive.  Send  comprehensive 
resume  in  confidence  to  FTN  Publications,  PO 
Box  9320,  Bradenton  FL  33506, 


CLASSIFIED  MANAGER  with  exceptional  lead¬ 
ership  and  sales  ability.  This  50,000  6-day 
daily  newspaper  needs  the  best!  We  are  re¬ 
building  the  entire  department  and  need  an 
experienced  and  highly  motivated  manager  to 
take  over  the  operation.  VDT's  and  the  finest 
equipment  in  operation.  We  now  need  the  right 
person  to  organize  and  manage  a  department 
that  is  ready  to  grow.  New  York/New  Jersey 
market  is  competitive,  and  that's  why  we  need 
the  best,  and  we  are  willing  to  compensate 
accordingly.  Highest  salary,  incentive  and  be¬ 
nefits  tor  an  outstanding  person.  Please  send 
information  and  resume  to  Box  1399,  Editor  & 
Publisher. 


OHIO  COUNTY  SEAT  weekly  needs  quality 
aggressive  advertising  sales  representative. 
Above  average  salary  and  commission  plan. 
Good  benefit  package.  A  great  opportunity  tor  a 
hard  worker  with  a  solid  sales  track  record. 
Apply  to  Box  1576,  Editor  &  Publisher, 


REAL  ESTATE 
AD  MANAGER 

If  you  presently  manage  real  estate  ad  sales 
people  or  are  ready  to  move  into  such  a  posi¬ 
tion,  here's  an  opportunity  to  join  a  nationally 
known  Eastern  seaboard  metro  paper.  Appli¬ 
cants  should  have  experience  in  both  ROP  and 
class  real  estate  advertising.  The  right  person 
will  be  able  to  coach  both  new  and  older  sales 
representatives,  will  be  comfortable  with  goal 
setting  and  target  accounts  as  well  as  have  the 
ability  to  innovate.  In  return,  you  will  share 
financially  in  you  staff's  progress,  you  will  be 
part  of  an  organization  that  recognizes  capable 
managers  and  you'll  enjoy  the  lifestyle  of  one  of 
America's  most  livable  cities.  Please  send  re¬ 
sume  and  cover  letter  to  Box  1661,  Editor  & 
Publisher. 


TOURISM  PROMOTION  of  major  southern 
California  destinations  seeks  director  of  public¬ 
ity  and  promotion.  Prefer  experience  in  travel 
industry  but  will  consider  a  faci  le  writer  who  is  a 
strong  administrator.  Submit  resume  and  sal¬ 
ary  requirements  to  Box  1703,  Editor  &  Pub¬ 
lisher. 


WE'VE  PROMOTED  our  last  4  classified  man¬ 
agers:  2  to  publisher  and  2  to  ad  director.  Our 
next  manager  rr^ust  have  the  same  outstanding 
qualifications  to  advance  within  our  group  or 
daily  and  weekly  newspapers.  If  you're  career- 
oriented  and  have  an  outstanding  record  in 
either  retail  or  classified  sales,  we'd  like  to  hear 
from  you.  Medium-size  daily  In  Virginia.  Box 
1682,  Editor  &  Publisher. 


CIRCULATION 


CIRCULATION 

DIRECTOR 

We  seek  a  highly  experienced  per¬ 
son  In  the  field  of  publishing  circula¬ 
tion— someone  who  has  written 
direct  mall  pieces,  produced  them, 
directed  others  In  this  activity,  de¬ 
veloped  and  bought  lists,  designed 
circulation  renewal  sequences  and 
worked  with  data  processing  de¬ 
partments  in  order  entry  and  data 
capture.  We  seek,  in  short,  a  thor¬ 
oughly  professional  circulation  de¬ 
velopment  person  of  extensive 
creative  and  managerial  experi¬ 
ence.  Our  firm,  engaged  In  de¬ 
veloping  business  periodicals 
throughout  the  nation.  Is  a  subsidiary 
of  Scripps-Howard  Newspapers 
and  the  person  who  applies  must  be 
interested  In  a  growth  situation.  We 
seek  no  executive  desk  jockles.  The 
position  Is  for  a  do-it-yourself  over- 
achiever,  who  wants  to  help  build 
an  Important  new  Industry  within 
publishing.  Contact  Bob  Gray,  Cor¬ 
dovan  Publishing,  5314  Bingle  Rd, 
Houston  TX  77092,  or  send  resumes 
In  confidence. 


ART  DIRECTOR 

Graphically  conscious  offset  daily  needs  an  ex¬ 
perienced  advertising  artist  to  manage  an 
advertising  and  promotion  art  department. 
Commercial  art  experience  and  advertising 
portfolio  required.  Degree  and  supervisory  ex¬ 
perience  preferred.  Send  letter,  resume,  and 
work  samples  to  Tom  Kamerer,  Telegraph 
Herald,  PO  Box  688,  Debuque  lA  52001, 
(319)  588-5710.  All  samples  will  be  returned 
on  request.  Equal  opportunity  employer. 


EDITORIAL  ARTIST 

Experienced  artist!  Must  have  extensive  back¬ 
ground  in  the  production  of  maps,  charts, 
graphs  and  illustrative  cartoons.  Previous  ex¬ 
perience  in  illustrating  stories  using  mixed 
media  required.  Good  salary  and  Zone  4  loca¬ 
tion.  Send  resume,  salary  requirements  and 
samples  to  Box  1699,  Editor  &  Publisher. 

CIRCULATION 


CIRCULATION  MANAGER  required  by  group- 
owned  Eastern  Zone  5,  30,00()  circulation  dai¬ 
ly  with  TMC.  We  need  someone  who  is  aggres¬ 
sive,  promotion  oriented  and  not  afraid  to  de¬ 
mand  balances  be  paid  when  due.  Opportunity 
to  prove  oneself  and  advance  career  as  far  as 
ability  and  desire  allow.  Respond  in  confidence 
with  resume  and  salary  requirements  to  Box 

1512,  Editor  &  Publisher. _ 

CIRCULATION  DIRECTOR— A  growing 
50,000  daily  in  a  competitive  market  is  seek¬ 
ing  a  person  skilled  in  sales  and  promotion  to 
head  its  circulation  department.  Responsibili¬ 
ties  include  direction  or  the  mailroom  operation 
and  transportation  system  as  well  as  the  de¬ 
velopment  of  sales  through  district  managers, 
phone  room  and  door-to-door  crews.  The  indi¬ 
vidual  must  have  previous  circulation  manage¬ 
ment  experience,  preferably  in  a  7  day  opera¬ 
tion.  This  is  an  excellent  opportunity  for  a  goal 
oriented  individual  who  is  mature  and  aggres¬ 
sive  and  has  the  ability  to  motivate  people. 
Send  resume  and  salary  history  to  Robert  Rush, 
Personnel  Director,  The  Express,  PO  Box  391, 

Easton  PA  18042. _ 

CIRCULATION  MANAGER  tor  weekly 
archdiocesean  new^per  with  circulation  of 
approximately  170,()00.  Hard  work  and  crea¬ 
tive  ideas  will  come  naturally  to  the  kind  of 
person  we're  looking  for.  Please  apply  in  writing 
only  tO:  President,  The  Chicago  Catholic,  PO 

Box  11181,  Chicago  IL  60611. _ 

MANAGER— Hard  news  50,000  weekly  group, 
dominant  in  Zone  5  growth  area.  Excellent  spot 
for  innovative,  hands-on  circulator  to  build,  di¬ 
versity  with  expanding  publisher.  Resume  to 
Box  1690,  Editor  &  Publisher. 


NEW  ENGLAND  afternoon  daily  seeks  circula¬ 
tion  director  with  quality  leadership  skills  and 
the  ability  to  motivate.  Must  have  proven  track 
record  in  sales,  carrier  promotions  and  on-time 
collections.  Good  salary  and  fringes.  Opportun¬ 
ity  to  show  your  stuff.  All  replies  held  in  the 
strictest  of  confidence.  Send  resume  to  Box 
1607,  Editor  &  Publisher. 


COMPUTER  TECHNOLOGY 


THE  REGISTER,  Orange  (>3unty  California's 
dominant  metro,  240,000  daily,  270,000 
Sunday  has  opening  for  single  copy  sales  mana¬ 
ger  to  successfully  direct  the  efforts  of  26  inde¬ 
pendent  single  copy  sales  dealers.  This  rare 
opportunity  offers  the  right  individual  a  chance 
to  join  a  winning  newspaper,  a  winning  circula¬ 
tion  department  and  live  in  beautiful  southern 
California.  Send  resume  to  Tom  M  Peterson, 
Circulation  Director,  The  Register,  625  N 
Grand  Av,  Santa  Ana  CA  92701 . 


FAST  GROWING 
SUNNY  SOUTH 

METROPOLITAN  NEWSPAPERS 
NEEDS  TWO  EXCEPTIONALLY 
TALENTED  PEOPLE 

Key  management  positions  in  sales/marketing 
and  promotion  are  open  in  circulation  for 
career-minded  professionals,  it  you  currently 
seeka  newchallenge/opportuni^with  Florida's 
largest  eveningandfastest  growing  newspapers 
with  a  combined  daily  circulation  of  nearly 
200,000  we  would  like  to  hear  from  you.  We 
are  seeking  innovative  and  creative  individuals 
as  we  move  to  contemporary  circulation 
marketing. 

Successful  candidates  must  have  good  com¬ 
munication  skills,  previous  supervisory  experi¬ 
ence  and  a  proven  track-record.  Degree  in  busi¬ 
ness/marketing  required.  Ideal  location,  com¬ 
petitive  salary  and  benefits.  Please  send  re¬ 
sume  and  salary  history  to: 

Ft.  Lauderdale 
NEWS/SUN  SENTINEL 
Claudia  L.  Jack,  Employment  Manager 
101  N.  New  River  Dr,  East 
Ft.  Lauderdale  FL  33320 
EOE 


HOME  DELIVERY  MANAGER 
Zone  5  daily  metro  paper  seeks  aggressive 
career  mind^  circulation  professional.  Candi¬ 
date  for  the  position  should  possess  strong 
track  record,  supen/isory  experience,  manage¬ 
ment  ability.  Good  people  skillsa  must.  Submit 
full  resume  and  salary  history  to  Box  1613, 
Editor  &  Publisher. 


HOME  DELIVERY  MANAGER 
The  Long  Beach  Independent,  Press-Telegram, 
a  member  of  Knight-Ridder  Newspapers,  Inc., 
has  an  immediate  opening  for  a  home  delivery 
manager  with  a  demonstrated  record  of  success 
and  solid  management  skills.  Excellent  salary 
and  benefits  package.  Please  send  confidential 
resume  with  salary  history  to: 

John  McGovern,  Personnel  Manager 
Independent,  Press-Telegram 
604  Pine  Av 
Long  Beach  CA  90844 


SMALL  GROWI NG  DAI  LY  in  rural  Zone  9  needs 
take-charge  circulation  manager.  Send  resume 
and  salary  requirements  to  Box  1698,  Editor  & 
Publisher. 


COMPUTER  TECHNOLOGY 


SYSTEMS  ENGINEER 


Immediate  opening  for  a  systems  engineer  in  the  EDP  depart¬ 
ment  of  the  San  Francisco  Newspaper  Agency,  agent  for  the 
San  Francisco  Chronicle  and  San  Francisco  Examiner.  Indi¬ 
vidual  must  have  a  knowledge  of  computerized  typesetting 
and  text  editing  systems.  Must  be  familiar  with  the  type  styles 
and  formating  capabilities.  Newspaper  experience  preferred; 
knowledge  of  large  scale  IBM  main  frames  a  definite  plus. 
Successful  candidate  must  possess  ability  to  deal  effectively 
with  all  levels  of  personnel  within  the  newspaper  environ¬ 
ment. 

Interested  applicants  should  submit  a  resume  with  salary  re¬ 
quirements  in  strict  confidence  to; 

Betty  Cutler,  Personnel  Manager 
San  Francisco  Newspaper  Agency 
925  Mission  St. 

San  Francisco  CA  94103 

Females  S  mmorilies  are  errcouraged  to  apply 
An  equal  opportunity  employer 


EDITOR  &  PUBLISHER  for  January  24,  1981 


HELP  WANTED 


CIRCULATION 


PRESTIGIOUS  SPANISH  newspaper  in  Puerto 
Rico  is  seeking  a  Spanish  speaking,  experi- 
e  iced,  goal  oriented  executive  to  direct  its  cir- 
.ulation  department.  Send  resume  to  Vice 
President  &  General  Manager,  GPO  Box  2408, 
San  Juan  PR  00936.  All  replies  confidential. 


EDITORIAL 


ASSOCIATE  EDITOR  to  cover  motoring  and 
motor  sports.  Background  in  photography. 
Write  (only);  Paul  Lienert,  AutoWeek,  965  E 
Jefferson,  Detroit  Ml  48207. 


AGRICULTURE  WRITER 
80,000  circulation  Zone  5  newspaper  seeking 
experienced  agriculture  writer/photographer. 
Salary  negotiable.  Resumes,  samples  to  Box 
1684,  Editor  &  Publisher. 


ASSISTANT  LIFESTYLE  EDITOR 
The  Galesburg  Register-Mail  a  23,000,  6-day 
PM,  needs  an  assistant  editor  for  women/lifes¬ 
tyle  section.  Journalism  degree/VDT  experi¬ 
ence  preferred.  Galesburg  is  a  city  of  35,000 
people  in  western  Illinois.  Send  resume,  clips, 
references  and  salary  requirements  to:  John 
Smetana,  Managing  Editor,  The  Register-Mail, 
140  S.  Prairie,  Galesburg  IL  61401. 


ASSISTANT  EDITOR  needed  by  management- 
oriented  trade  journal  located  in  metropolitan 
Washington,  DC.  Must  have  excellent  editing 
and  interviewing  skills  along  with  proven  fea¬ 
ture  writing  ability.  Good  salary  and  benefits. 
Reply  to  Box  1725,  Editor  &  Publisher. 


BUSINESS  WRITER— 45,000  circulation 
afternoon  daily  and  Sunday  is  seeking  experi¬ 
enced  reporter  with  some  formal  training  in 
business.  Successful  candidate  will  be  re¬ 
sponsible  for  developing  issues  oriented  re¬ 
gional  business,  economics  and  labor  cover¬ 
age.  Send  resume,  clips  and  salary  require¬ 
ments  to  Dave  Melchior,  News  Democrat,  Box 
427,  Belleville  IL  62222. 


DESK  EDITOR -Zone  5  daily  (34M)  seeks  copy 
editor  who  can  select  and  edit  local,  regional, 
national  and  world  news;  assess  reader  in¬ 
terest;  combine  and  rewrite  wire  news  from  3 
wires;  make  a  complex  story  intelligible;  pre¬ 
vent  liable  suits;  edit  on  electronic  systemsand 
write  good  headlines.  Basically,  wewantagood 
copy  editor.  Write  Marx  Gibson,  c/o  The  Daily 
Journal,  8  Dearborn  Sq,  Kankakee  IL  60901. 
No  phone  calls  accepted. 


EDITOR-WRITER.  Washinrton-based  national 
association  in  navigation  field  needs  speech 
writer-newsletter  editor.  Experience  in  editorial 
or  political  analysis  desirable.  Box  1654,  Edi¬ 
tor  &  Publisher. 


EXECUTIVE  EDITOR— We  need  someone  with 
heavy  feature  editor  experience  who  knows  tab¬ 
loid  layout  and  design.  This  is  a  creative  job 
supervising  18  regional  managing  editors  for  a 
Florida  group  of  travel/tourist-oriented  week¬ 
lies.  This  is  a  home  office  position  in 
Bradenton.  Some  travel  will  be  necessary.  Rep¬ 
ly  in  confidence  toF.T.N.  Publications,  POBox 
9320.  Bradenton  FL  33506. 

An  Equal  Opportunity  Employer. 


EDITOR— Opportunity  for  assistant  editor  to 
growth  with  two  outstanding  insurance  educa¬ 
tional  magazines  located  in  St.  Louis.  Duties 
include  broad  range  of  publication  work.  Send 
resume,  salary  requirements  to  Box  1706,  Edi¬ 
tor  &  Publisher. 


EDITORIAL  PAGE  WRITER-EDITOR.  Con¬ 
servative  orientation.  Send  resume  including 
salary  history,  education,  experience,  refer¬ 
ences,  and  editorial  writing  samples.  Quality 
daily  newspaper  in  great  Midwest.  Box  1710, 
Editor  &  Publisher. 


COMMUNICATIONS 

PROFESSIONAL 

Major  high-technology  corporation 
seeks  ambitious,  career-oriented  com¬ 
munications  professional  with  out¬ 
standing  writing  skills  that  can  be  ap¬ 
plied  to  press  relations  and  internal 
audiences.  Three  to  five  years  news 
media  experience  required  with  wire 
service  or  newspaper.  Send  resume 
and  brief  cover  letter  in  confidence  to 
Box  16,57.  Editor  &  Publisher. 

An  equal  oppormity  employer  Mil-' 


HELP  WANTED 


EDITORIAL 


BUSINESS  WRITER  to  help  build  daily  AM 
page  from  ground  up  and  share  in  creation  of 
Sunday  section.  Business  coverage,  bright 
writing  and  copy  editing  skills  are  musts.  Agri¬ 
business  and  petroleum  insights  are  helpful. 
Will  relocate  the  right  person.  Send  resume  to 
Owen  Kearns  Jr,  Managing  Editor.  Bakersfield 
Californian,  PO  Bin  440,  Bakersfield  CA 
93302. 


COPY  EDITOR  for  Zone  5  large  metropolitan 
daily.  Journalism  degree  and  some  editing  ex¬ 
perience  preferred.  Must  be  skilled  in  headline 
writ  ng,  copy  editing,  operation  of  VDT  equip¬ 
ment,  and  have  ability  to  function  efficiently 
under  deadline  pressures.  Salary  range 
$17,000  to  $28,(j00,  plus  outstanding  em¬ 
ployee  benefits.  Write  Box  1623,  Editor  &  Pub¬ 
lisher. 


CITY  editor  for  25,000  circulation  PM  in 
Zone  4.  Need  experience  in  reporting,  writing, 
editing  and  design;  ability  to  direct,  motivate 
and  further  train  good  young  staff,  ^nd  com¬ 
plete  resume  to  Box  1644,  Editor  &  Publisher. 


COPY  EDITOR  with  at  least  2  years  experience 
and  VDT  knowledge  to  work  rim  and  some 
makeup  and  layout.  Aggressive  newspaper  of 
70,000  in  Zone  4,  Box  1653,  Editor  &  Pub¬ 
lisher. 


COPY  DESK— Versatile  desk  person  with  ex¬ 
perience  in  layout,  headwriting  and  editing. 
Creativity  welcomed.  Write  Editor,  Evening 
Capital,  Box  911,  Annapolis  MD  21401. 


COPY  EDITOR 

Immediate  opening  on  quality  conscious  daily. 
"Un  versal  desk  "  organization.  VDT  system. 
Requires  degree  and  1  year  experience  (paid 
internships  and  school  publication  experience 
may  be  included).  To  apply  send  resume  and 
samples  to  Tom  Kamerer,  Personnel  Manager, 
Telegraph  Herald,  PO  Box  688,  Debuque  lA 
52001. 


COPY  EDITOR  to  fill  opening  on  3  person  copy 
desk  2  or  more  years  experience  as  reporter  or 
copy  desk  editor  required.  Reply  mail  only.  Re¬ 
cord-Journal,  Box  915.  Meriden  CT  06450. 


COPY  EDrOR 

Atex  Electronic  newsroom  going  live  March  1. 
Outstanding  editorial  software.  Tf  you  like  mak¬ 
ing  a  front-end  system  do  it  all,  have  at  least  2 
years  hands-on  system  experience  and  would 
like  us  to  invest  in  your  training  to  become  a  key 
person  on  the  system .  send  your  resume  today. 
Excellent  benefits  including  dental  and  optic¬ 
al.  Plus:  fully  paid  computer  system  manage¬ 
ment  education  program.  Write  Personnel 
Administrator,  York  Daily  Record,  1750  In- 

dustrial  Hwy,  York  PA  17402. _ 

REPORTER-PHOTOGRAPHER  to  handle 
general  assignment  and  cover  sports  on  one  of 
southeastern  Indiana's  foremost  newspapers. 
Send  resume  to  Nanci  Hellmich,  Managing 
Editor,  The  Daily  News,  Greensburg  IN  47240. 


RECENT  GRADUATE— We  are  seeking  a  recent 
journalism  graduate  for  an  entry  position. 
Opportunity  to  do  sports,  photos,  design,  fea¬ 
tures  and  general  news.  Large  award-winning 
weekly  newspaper  located  in  county  seat  resort 
area.  Send  resume  to  Don  Bucknam,  Herald- 
Republican,  PO  Box  180,  Angola  IN  46703. 


MANAGING  EDITOR  wanted  for  7800  circula¬ 
tion  Monday  through  Friday  afternoon  daily 
with  Sunday  AM  paper.  Must  have  desk  ability, 
be  able  to  handle  news  staff  of  six.  Prefer  per¬ 
son  with  strong  local  news  background.  Paper 
is  part  of  growing  group,  offers  chance  of 
advancement.  Contact  Jim  Parker,  The  Samp¬ 
son  Independent,  PO  Box  110,  Clinton  NC 
28328.  P^hone  (919)  592-8137. 


Broadcast  Journalism 

Are  you  an  experienced  news¬ 
paper  journalist  for  whom  a  career 
In  broadcast  journalism  Is  sheer 
fantasy?  Well,  the  Frank  E.  Gannett 
Center  at  Northwestern  University 
now  has  a  program  that  can  help 
you  translate  your  fantasy  Into  real¬ 
ity,  our  continuing  Professional 
Program  will  teach  you  broadcast 
techniques  and  give  you  a  chance 
to  practice  those  skills  while  re¬ 
porting  In  Chicago  and  Washing¬ 
ton  DC.  The  deadline  for  applica¬ 
tions  Is  March  1 .  For  more  Informa¬ 
tion  call:  (312)  492-5228  or  write: 
Continuing  Professionai  Program 
Northwastarn  Univarsity 
1845  Sharidan  Rd 
Evanston  it  60201 


HELP  WANTED 


EDITORIAL 


EXPERIENCED,  AGGRESSIVE  editorial  writer 
for  Northern  New  England  AM,  PM,  Sunday. 
Rexjuirements  include  ability  to  reason  and 
write  well  for  pages  which  stress  local,  state 
and  regional  issues.  Successful  applicant  will 
join  staff  of  three.  Salary  $24,000.  Send  re¬ 
sume.  references  and  samples  to  Box  1716, 
Editor  &  Publisher. 


EDITORIAL  PAGE  EDITOR 
lOO.CKX)  plus  daily  in  progressive  pleasant 
mid-Atlantic  city  needs  strong  writer  to  shape 
editorial  page  and  direct  3  associates.  National 
reporting  or  editorial  page  experience  essen¬ 
tial.  Send  resume,  clips,  references  and  salary 
requirements  to  Box  1719,  Editor  i  Publisher. 


EDITOR 

50,000  circulation  Zone  2  daily  needs  an 
editorial  leader.  Must  be  able  to  train,  direct, 
motivate  young  staff;  must  know  local  enter¬ 
prise;  knowledge  of  package  redesign  helpful; 
must  be  able  to  work  closely  with  active  pub¬ 
lisher  and  handle  self  in  community.  Perhaps 
you  are  a  city  editor,  managing  editor  or  assis¬ 
tant  managing  editor  on  a  100,000  daily  and 
ready  for  your  own.  Real  salary  qpaxtunity  for 
right  person.  Resume  to  Box  1721,  Editor  & 
Publisher 


FEEL  STYMIED  in  your  present  position?  Confi¬ 
dent  of  your  abilities?  Able  to  meet  deadlines? 
Are  you  an  experienced  and  creative  newsper¬ 
son  who  still  believes  in  community  journal¬ 
ism?  If  so,  an  assistant  managing  editor  posi¬ 
tion  could  be  yours  in  our  little  corner  of  north¬ 
east  Wyoming.  We're  a  five-day  daily  offering  a 
good  salary,  company  benefits  and  manage¬ 
ment  potential.  Please  send  resume,  refer¬ 
ences,  salary  requirements  and  non-returnable 
clips  to  Box  1618,  Editor  &  Publisher. 


GENERAL  ASSIGNMENT  REPORTER— Great 
opportunity  for  bright  person  with  some  experi¬ 
ence  committed  to  journalism  to  work  at  presti¬ 
gious  weekly  in  northwestern  Connecticut.  Ap¬ 
plicant  should  be  available  for  interview.  Send 
resume  in  confidence  to  The  Lakeville  Journal. 
Lakeville  CT  06039. 


GRADUATE  ASSISTANTSHIPS:  Available  for 
persons  with  at  least  three  years  fulltime  ex¬ 
perience  in  reporting,  writing,  editing,  ready  for 
mid-career  opportunity  to  earn  a  master's  de- 

free  in  a  12-month  program.  Stipends  of 
4600  plus  full  out-of-state  tuition  for  best 
qualified  teaching  and  research  assistants. 
Write:  Chairman,  Graduate  Studies,  School  of 
Journalism,  218  Carnegie  Bldg.  Pennsylvania 
State  University.  University  Park  PA  16802. 


HOW  OREN  these  days  can  you  apply  for  a  job 
as  big  as  the  daily  sports  columnist  at  a  paper 
the  size  of  the  Kansas  City  Times?  Warning;  We 
expect  to  be  very  choosy.  But  the  only  precon¬ 
ceived  notion  we  have  is  to  get  the  best.  Write  to 
Dale  Bye,  Executive  Sports  Editor,  1729  Grand 
Av,  Kansas  City  MO  64108. 


INVESTIGATIVE  REPORTER— Top  news  re¬ 
porting  spot  for  North  Carolina  Piedmont  daily. 
You  must  love  to  report  breaking  news  and  have 
a  proven  track  record.  Send  samples  to  Jim 
Blair.  The  Daily  Independent.  Kannapolis  NC 
28081. 


MANAGING  EDITOR — We  want  a  number  2 
person  who  wants  to  be  part  of  creating  the  best 
non-daily  newspapers  in  the  nation.  Good  sal¬ 
ary,  lots  of  freedom  to  the  editor  who  can  work 
well  with  a  diverse,  talented  staff  of  14,  direct 
news  coverage  in  an  innovative  and  profession¬ 
al  way,  and  use  copy  desk  responsibilities  to 
upgrade  look  and  organization  of  the  papers. 
Zone  9,  highly  respected  national  chain.  Send 
complete  resume  to  Box  1700,  Editor  &  Pub¬ 
lisher. 


Experienced  Magazine 
FEATURE  WRITER/ 
PHOTOGRAPHER 

For  Western  Outfitter,  a  slick  trade  pub¬ 
lication  that  serves  retailers  of  Western 
wear  and  horse  equipment  nationally. 
Must  be  able  to  create  and  execute  illus¬ 
trated  feature  ideas  from  A  to  Z.  interview 
top  retailers  and  suppliers.  Desk  work, 
editing,  page  make  up  at  Houston  office 
as  well  as  periodic  travel.  Send  resume, 
tear  sheets  and  cover  letter  to: 

Tad  Mizwa,  Publisher,  S314  Single  Rd, 
Houston  TX  77092;  (713)  688-8811. 


HELP  WANTED 


EDITORIAL 


MIDWEST  DAILY  and  Sunday.  11. 500  circula¬ 
tion,  seeks  editor  for  position  opening  late 
April — early  May.  Must  have  strong  background 
in  supervision,  assignments,  editing,  layout 
and  «^ing  in  rural,  small  town  areas.  Locked 
in  university  county  seat.  VDT  experience  high¬ 
ly  desirable.  Send  resume,  complete  refer¬ 
ences  and  salary  background  and  desires  to  Box 
1711,  Editor  &  Publisher. 


PAGE  1  EDITOR 

The  Billings  Gazette,  a  62,000  circulation  AM 
which  places  heavy  emphasis  on  visual  appeal, 
is  seeking  an  editor  to  design  and  edit  p^  1. 
The  individual  we  select  will  have  dernons- 
trated  abilities  in  layout,  solid  news  judgement, 
packaging  the  news,  writing  crisp  catching 
iieadlines  and  in  editing  wire  and  local  copy. 
Send  resume,  tearsheets  of  your  best  efforts 
and  a  list  of  references  to  Personnel  Manager. 
The  Billings  Gazette.  Box  2507,  Billings  MT 
59103.  An  equal  opportunity  employer. 


REPORTER/EDITOR  needed  immediately. 
Someone  to  report,  write  headlines,  take  pic¬ 
tures,  makeup  experience  preferred.  We  prefer 
someone  from  Missouri.  State  salary  needed 
and  enclose  resume  in  letter  to  Larry  W  Freels, 
General  Manager,  Daily  Guide,  PO  Box  578. 
Waynesville  MO  65583. 


REGIONAL  EDITOR 

New  supervisory  position  that  will  have  heavy 
involvement  in  development  of  a  zoned  edition 
in  a  new  market  area.  Supervisory  responsibil¬ 
ity  includes  training  and  performance  evalua¬ 
tion  of  4  reporters.  We  are  an  independent 
40,000  circulation  daily  Zone  5.  Hiring  salary 
range  $15,300— SIB.CXX)  depending  on  qual¬ 
ifications.  Supervisor  and/or  project  manage¬ 
ment  experience  strongly  preferred.  Apply  in 
confidence  to  Box  16&.  Editor  &  Publisher. 
An  equal  opportunity  employer. 


REPORTER-ASSISTANT  EDITOR,  New  York 
bureau  of  leading  group  of  newsletters  in  com¬ 
munications  field.  5-years  experience  with  dai¬ 
ly  newspaper  or  wire  service  required.  Please 
reply  to  Box  1694,  Editor  &  Publisher. 


REPORTER — Aggressive,  award-winning  in  the 
New  York  metropolitan  area  looking  for  hard 
working,  smart  reporter  with  at  lea^  one  year 
eimerience  and  interest  in  urban  affairs.  8ox 
1702,  Editor  &  Publisher. 


STATE  NEWS  SERVICE  is  seeking  hard  work¬ 
ing  reporters,  preferably  with  strong  daily  ex¬ 
perience  covering  Pennsylvania.  Florida,  Cali¬ 
fornia.  Indiana  or  Canada  beats,  who  are  enthu¬ 
siastic  about  tackling  news  out  of  Washington 
DC.  Send  resume,  clips  to:  Editor,  State  News 
Service.  316  Pennsylvania  Av.  SE,  Washington 
DC  20003;  (202)  546-7500. 


ARE  YOU  QUALIFIED 

to  unrierstudy  our  Editor-in- 
Chief  for  the  next  13  months  until 
his  retirement,  and  then  take  over 
as  the  No.  1  person  on  a  leading 
national  livestock  publication? 
We’re  seeking  an  EXPERI¬ 
ENCED  journalist  who’s  prob¬ 
ably  g<K>d  enough  to  take  over  the 
top  editorial  slot  where  he  or  she  is 
now  working,  but  the  person 
ahead  of  him/her  isn’t  going  any¬ 
where  soon.  You’re  making  a  lot 
of  decisions  right  now — story  and 
photo  assignments,  layout,  edito¬ 
rial  objectives,  etc.  If  you  know 
the  livestock  business,  that’s  a  big 
plus  in  your  favor.  But,  if  you’re  a 
good  journalist,  an  inquisitive  re¬ 
porter,  you  can  learn  our  busi¬ 
ness.  It’s  more  important  that  you 
can  write,  edit,  lay  out  pages,  rec¬ 
ognize  the  important  from  the  un¬ 
important,  and  direct  your  staff 
accordingly.  If  you  think  you’re 
qualified,  send  a  detailed  resume 
with  salary  history  and  refer¬ 
ences.  Salary  commensurate  with 
experience  and  ability.  Midwest 
location. 

Box  1 720,  Editor  &  Publisher 
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HELP  WANTED 


EDITORIAL 


STAFF  ARTIST 

Staff  artist  who  also  functions  as  an  editorial 
cartoonist  needed  by  North  Carolina  daily. 
Must  be  quali^  oriented  person  who  can  illus¬ 
trate  stories  with  cartoons  and  or  graphics.  Col¬ 
or  capabilities  would  be  helpful.  Send  samples 
of  work,  resume,  and  salary  requirements  to 
Personnel  Director,  The  Fayetteville  Times,  PO 
Box  849,  Fayetteville  NC  28302. 

SPORTS  EDITOR  for  8000  Ohio  daily.  Prep, 
some  college  sport  writing;  editing;  layout. 
$200  weekly.  Send  letter,  resume,  references, 
clips  and/or  layout  tearsheets  to  Box  1681, 
Editor  &  Publisher. 

SUBEIT  PM  seeks  executive  sports  editor. 
Strong  on  layout,  editing  and  administration. 
Send  resume  and  clips  to  Box  1663,  Editor  & 
Publisher. 


Due  to  record  breaking  Web  Leader 
newspaper  press  sales,  Web  Press 
Corporation  has  several  opportunities 
available  for  enthusiastic  self-starters 
with  at  least  three  years  sales  experience 
In  the  newspaper/commerclal  printing 
industry. 

Positions  are  available  at  our  Seattle 
area  headquarters  and  In  key  sales 
regions  from  coast  to  coast.  We  offer 
an  excellent  compensation  package  and 
full  benefits.  For  prompt  consideration, 
send  your  resume  to: 

Personnel  Manager 
Web  Press  Corporation 
829  Houser  Way  North 
Renton,  Washington  98055 
or  call  (206)  228-6545 
An  Equal  Opportunity  Employer  M/F 


IDeb  Press  Corporation 


HELP  WANTED 


ASSISTANT  LIBRARIAN 
Florida’s  best  newspapers  are  seeking  an  assis¬ 
tant  librarian — an  experienced  professional 
who  can  supervise  a  night  staff  in  indexing, 
reference  services  and  cataloguing  and  who 
can  aid  in  future  planning  and  dev^opment  of 
on-line  data  base.  We  believe  a  news  library  is 
more  than  a  room  full  of  clips  and  photos.  It's  a 
dynamic  data  base  designed  to  meet  the  needs 
of  an  editorial  staff. 

Daily  newspaper  library  experience  and  lead¬ 
ership  skills  are  required.  MLS  degree  and 
knowledge  of  electronic  storage  and  retrieval 
systems  are  desirable.  Send  complete  resume 
including  salary  history  telling  us  why  you 
should  have  this  highly  desirable  job  to; 
James  Scofield 
Chief  Librarian 

St  Petersburg  Times  &  Evening  Independent 
PO  Box  1121 
St  Petersburg  FL  33731. 


THERE'S  MORE  TO  DALLAS 
THAN  THE  COWBOYS 
AND  WHO-SHOT-JR 

The  Dallas  Times  Herald,  an  innovative  all-day 
newspaper  and  winner  of  a  1980  Pulitzer  Prize, 
is  accepting  applications  of  reporters,  feature 
writers,  layout  editors  and  news  and  sports  copy 
editors  to  join  an  expanding  staff  in  one  of  the 
most  dynamic  economic  and  journalistic  mar¬ 
kets  in  the  country.  Send  resume  with  refer¬ 
ences,  salary  history  and  examples  of  work  to 
Tim  Kelly,  Assistant  Managing  Editor,  Dallas 
Times  Herald,  1101  Pacific  Av,  Dallas  TX 
75202. 

THE  QUAD-CITY  TIMES  is  seeking  an  assistant 
news  editor,  nights.  Must  have  experience  in 
layout,  wire,  copy  editing.  Contact  Dan  Hayes, 
Managing  Editor,  Quad-City  Times,  PO  Box 
3828,  Davenport  lA  52808;  (319)  383-2334. 
Equal  opportunity  employer  M/F. 

WRITING  COACH 

Experienced  editor  to  conduct  12-week  writing 
improvement  program  for  Idaho  Statesman, 
Summer  1981.  Must  be  good  communicator, 
disciplined.  Prefer  working  editor  or  college 
professor  seeking  sabbatical.  Excellent  outdoor 
area.  Send  post  card  to  Beth  Phillips,  PO  Box 
40,  Boise  ID  83707.  Will  send  details. 

WE  SEEK  A  BUSINESS  writer  with  three  or 
more  years  experience  who  can  write  complex 
business,  financial  and  consumer  news  in  a 
clear,  concise  and  interesting  manner.  We  want 
a  writer  who  can  relate  to  readers  in  human 
terms  rather  than  dollars  and  cents.  Guild  scale 
and  benefits.  Send  resume  and  samples  to  Bob 
Skillicorn,  Managing  Editor,  The  Press  Demo¬ 
crat,  PO  Box  569,  Santa  Rosa  CA  95402.  No 
telephone  calls. 

WE'RE  LOOKING  FOR  a  writer/editor  to  put  life 
into  our  daily,  two-page  "living"  section.  Our 
rapidly-growing  Wyoming  community  is  bust¬ 
ling  with  interesting  people  so  there's  no  shor¬ 
tage  of  potential  news  and  feature  material. 
Applicant  must  be  a  self-starter  and  should 
have  own  camera.  Please  send  resume,  refer¬ 
ences,  salary  requirements  and  non-returnable 
clips  to  Box  1712,  Editor  &  Publisher. 


EQUIPMENT  SALES 


FLORIDA— Supervise  mailroom  and  mainte¬ 
nance  on  Muller  Martini  inserting  equipment. 
We  insert  on-line  plus  stitcher  and  trimmer, 
supervise  22  people.  Box  1664,  Editor  &  Pub¬ 
lisher. 

_ MARKETING _ 

FREELANCE— Help  launch  health  newsletter. 
Be  involved  in  all  phases  of  business.  Experi¬ 
ence  essential.  No  investment.  Equity  pay¬ 
ment.  Kent,  (212)  964-9738,  12  pm-8  pm. 

MARKETING  RESEARCH 

MARKETING/RESEARCH  MANAGER 
Progressive  MES  newspaper  in  Zone  3  with  new 
facilities  seeks  aggressive  marketer  for  key 
middle  management  position.  Marketing  or 
equivalent  degree  required.  Minimum  2  years 
experience  in  product  marketing  or  research 
expected.  Basic  computer  user  knowledge  with 
on-line  data  storage  an  asset.  Must  be  know¬ 
ledgeable  in  all  current  research  methodologies 
to  coordinate  up  to  $100,000  annually  In  mar¬ 
ket  research.  Data  analysis  and  interpretation 
skills  essential.  Good  communication  skills  re¬ 
quired.  Any  advertising  copywriting  or  media 
promotion  background  helpful. 


HELP  WANTED 


PRESSROOM 


WORKING  FOREMAN,  6  unit  Community 
press.  12,000/6-day  issue  plus  shopper.  Must 
be  experienced  color  person  and  have  staff  su- 
penrisory  experience.  Lovely  Zone  5  community 
offering  security,  good  working  conditions,  in¬ 
surance,  a  good  salary  and  retirement.  Re¬ 
sumes  to  Box  1612,  Editor  &  Publisher. 

WORKING  PRESS  SUPERVISOR.  Second  shift 
at  small  daily-job  shop  in  small  Northern  com¬ 
munity.  Experience  on  Goss  Community, 
camera,  plate.  A  friendly  organization.  If  you 
like  the  outdoors,  small  town  life,  this  is  your 
spot.  Box  1723,  Editor  &  Publisher. 

_ PRODUCTION _ 

ASSISTANT  PRODUCTION  MANAGER— Ex- 


ing  to  marketing  director.  Starting  salary  flexi¬ 
ble.  Excellent  growth  opportunities  and  com¬ 
pany  benefits.  Send  resume  and  salary  history 
to: 

Warren  Funk,  Personnel  Director 
Memphis  Publishing  Company 
495  Union  Av 
Memphis  TN  38101 

PHOTOJOURNALISM 

PHOTOGRAPHER  NEEDED  by  growing  after¬ 
noon  daily  on  New  Mexico/Arizona  border.  Fas¬ 
cinating  blend  of  Navajo,  Zuni,  Hopi,  Hispanic 
and  European  cultures  in  scenic  high  desert 
area  with  rapidly  developing  energy  industry. 
Strong  photo  usage.  Responsibilities  include 
weekly  photo  page.  New  plant  coming.  Re¬ 
sume,  references,  salary  history  and  portfolio  to 
Dan  Cobb,  Managing  Editor,  The  Independent, 
PO  Box  1210,  Gallup  NM  87301. 


QUALITY  ORIENTED,  imaginative  photo¬ 
grapher  needed  to  set  up,  staff,  and  operate 
agency  to  take  all  photos  for  medium-sized  dai¬ 
ly  newspaper.  Contact;  Sam  Newhouse,  The 
Jersey  Journal,  30  Journal  Sq,  Jersey  City  NJ 
07306;  (201)  653-1000. 


WE'RE  LOOKING  FOR  a  photographer  who  is 
truly  a  photojournalist.  In  addition  to  imagina¬ 
tion  and  initiative,  the  applicant  must  also  have 
polished  black  and  white  printing  skills.  We're 
a  growing  Wyoming  daily  which  isn't  afraid  to 
run  a  lot  of  photos,  giving  them  the  play  they 
desenre.  The  position  also  includes  some  fea¬ 
ture  writing.  Applicant  must  have  own  camer- 
a(s)  and  car.  Please  send  resume,  references, 
and  salary  requirements  to  Box  1713,  Editor  & 
Publisher. 


EXPANDING  PRINTING  FIRM  requires  press- 
person  with  proven  background  in  4  unit  Goss 
Community.  Color  experience  helpful  but  not 
required.  Wages  negotiable.  Good  benefits, 
contact  K.  Gilbert,  Herald  Progress  Inc,  Ash¬ 
land  VA  (804)  798-9031. 


PRESSMAN-WOMAN  to  operate  5  unit  News 
King— fast  growing  weekly— large  commercial 
business — excellent  salary  and  fringe  be¬ 
nefits — Ontario,  Canada.  Box  1598,  Editor  & 
Publisher. 


PM  paper.  Send  resume  and  references.  Good 
salary  to  start,  paid  pension-insurance  plan, 
fringes.  Excellent  hunting  and  fishing.  Retire¬ 
ment  will  open  top  job  fairly  soon.  Daily  Jour¬ 
nal,  Devils  Lake  ND. 

EXTREMELY  BUSY  New  York  weekly  needs 
organized,  technically  knowledgable  candidate 
to  run  all  production  related  functions.  All  type¬ 
setting  and  printing  performed  by  contractors 
making  "state  of  the  art"  technological  know¬ 
how  a  must.  Salan  commensurate  with  ability 
and  experience.  Please  send  resume  to  Box 
1639,  Editor  &  Publisher. 

PRODUCTION  MANAGER  for  San  Juan,  Puerto 
Rico,  Daily  newspaper.  Responsible  for  all  pro¬ 
duction.  Requirements;  knowledge  of  com¬ 
puterized  phototypesetting,  offset  press,  sche¬ 
duling,  planningand  cost  control.  Send  resume 
to  Box  4234,  Old  San  Juan  PR  00905. 

_ PROMOTION 

PROMOTION  MANAGER 
The  Long  Beach  Independent,  Press-Telegram, 
a  member  of  Knight-Ridder  Newspapers,  Inc., 
has  a  need  for  an  individual  who  can  bring 
strong  support  to  our  marketing  effort.  The 
position,  which  reports  to  the  circulation  direc¬ 
tor,  will  have  the  responsibility  for  the  market¬ 
ing  and  promotion  of  our  daily  newspaper.  Ex- 

Cerience  with  media  buying  and/or  advertising 
ackground  helpful.  We  are  a  7-day  morning 
and  afternoon  daily  located  in  southern  Califor¬ 
nia.  Excellent  salary  plus  bonus.  If  interested, 
please  submit  a  confidential  resume  with  salary 
history  to; 

John  McGovern,  Personnel  Manager 
Independent,  Press-Telegram 
604  Pine  Av 
Long  Beach  CA  90844 


MARKETING 


HELP  WANTED 


RESEARCH 


RESEARCH 

DIRECTOR 

Washington,  DC  based  publisher  of  national 
business  magazine  and  national  weekly  news¬ 
paper  is  seeking  an  experienced  individual  to 
head  its  research  department.  You  will  design, 
conduct  and  interpret  national  market  and 
readership  studies  to  support  the  editorial  and 
advertising  departments  of  these  publications. 

Previous  related  experience  and  technical 
knowledge  of  publications  research  required. 
Starting  salary  in  mid-20's.  Comprehensive 
employee  benefits.  To  apply,  send  resume  tO; 

J,  D,  Schultz 
CHAMBER  OF 
COMMERCE  OF  THE 
UNITED  STATES 

1615  H  Street.  NW 
Washington  DC  20062 

Equal  Opportunity  Employer  M/F 

MARKETING 

DIRECTOR 

Our  publishing  company  needs  a 
take-charge  individual  who  has 
held  managerial/marketing 
posts,  with  emphasis  on  space 
sales.  This  person  must  have 
served  in  a  leadership  role  in  all 
phases  of  marketing  —  advertis¬ 
ing  sales,  sales  promotion,  cir¬ 
culation  development  and  pub¬ 
lic  relations.  This  marketing  pro¬ 
fessional  should  have  creative 
writing  skills  since  the  job  occu¬ 
pant  will  help  conceptualize,  de¬ 
sign,  produce  and  implement 
sales  programs  for  the  nation's 
largest  group  of  local  business 
newspapers.  Our  company,  a 
subsidiary  of  Scripps-Howard 
Newspapers,  publishes  local 
business  periodicals  In  nine  ma¬ 
jor  growth  markets.  Send  re¬ 
sumes  In  confidence  to  Bob 
Cray,  cordovan  Publishing,  5314 
BIngle  Road,  Houston  TX  77092. 


MARKETING 

REPRESENTATIVE 

COME  WITH  A  LEADER! 

We  are  seeking  salespeople  with  proven  ability 
in  the  graphic  arts  industry  and  a  sincere  desire 
to  maintain  a  high  level  of  customer  satisfac¬ 
tion.  We  are  a  growth-oriented  company  and 
offer  salary  and  commission,  and  an  excellent 
benefit  program. 


Send  resume  or  call 
for  more  information. 


820  West  Second  Wichita.  Kansas  67203 
800-835-2852,  In  Kansas  call  316-265-5277 
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_ '  _ EDITORIAL _  _ EDITORIAL 


ADMINISTRATIVE 


GENERAL  MANAGER/marketing  or  advertising 
director.  Excellent  track  record/top  references/ 
20  years  ei^rience  including  TMC.  Relocate 
anywhere.  Box  1695,  Editor  &  Publisher. 


GENERAL  MANAGER/sales  director.  14  years 
weekly  and  daily  experience,  11  as  owner- 
publisher.  Strong  innovative  background  in  all 
areas.  If  your  publication  is  located  in  a  chal¬ 
lenging  competitive  market,  let's  talk.  Florida 
preferred.  Box  1724,  Editor  &  Publisher, 


PERMIT  ME  TO  MAXIMIZE  your  profits.  I  have 
MBA  and  journalism  degrees  and  management 
experience.  Box  1697,  Editor  &  Publisher. 


READY  TO  relocate  after  turning  loosing  weekly 
into  a  money  maker  and  selling  it  for  a  healthy 
profit.  Over  20  years  in  sales,  news,  printing 
and  backshop  operations.  Prefer  small  town 
living  and  seeking  management  spot  Midwest 
or  Southern  daily,  large  weekly  or  chain.  Call 
(219)  583-4081. 


RECENTLY  SOLD  successful  Midwest  TMC 
news-shopper  and  now  this  45-year-old  pub¬ 
lisher-general  manager  needs  a  new  challenge. 
I  have  25-years  in  the  business,  strong  on 
sales,  printing,  production  and  news.  Available 
imm^iately  for  management  spot.  Box  1621, 
Editor  &  Publisher. 


ADVERTISING 


SALES  MANAGER/AD  DIRECTOR 
Thorough  experience  in  all  phases  of  small 
group  operations.  Strongest  in  ad  promotions, 
sales  and  design.  J-degree.  Seeking  similar 
position  with  mobility  in  a  college  or  winter 
resort  market.  Box  1655,  Editor  &  Publisher. 


ART/GRAPHICS 


ARTIST/ILLUSTRATOR,  realistic  and  cartoon, 
16  years  experience  in  editorial  and  advertising 
illustration,  design  and  layout  for  major  news¬ 
paper  and  ad  agencies  in  Chicago  and  New  York 
seeks  relocation  to  an  artist  position  with  a 
small,  contemporary  newspaper  located  in  a 
pleasant  environment.  Will  respond  to  serious 
inquiries  immediately  with  resume  and  sam¬ 
ples.  J.  Mclnerney,  254  Park  Av  So,  New  York 
NY  10010. 


CIRCULATION 


AGGRESSIVE,  hard-charging  young  circulator, 
home  delivery  manager  experience  with  major 
metro  daily,  seeks  new  challenge.  Have  experi¬ 
ence  with  agency  system  and  independents. 
Prefer  second  man  position  with  medium  cir¬ 
culation  or  will  assume  responsibility  for  smal¬ 
ler  daily.  Box  1696,  Editor  &  Publisher. 


CIRCULATION  MANAGER 
Innovative,  goal  oriented,  people  motivator.  15 
years  experience  in  developing  and  training, 
TMC,  computer,  promotion  and  marketing.  Box 
1617,  Editor  &  Publisher, 


CIRCULATION  MANAGER  seeking  new  chal¬ 
lenge  in  Zones  1 , 2  or  9.  Young,  aggressive  with 
degree;  strong  in  organization  and  innovation. 
1 5  years  experience  in  highly  competitive  met¬ 
ropolitan  market.  Box  1674,  Editor  &  Pub¬ 
lisher. 


MANAGER — Goal  oriented.  13  years  proven  re¬ 
cord  seeks  circulation  manager  position  at 
small/medium  daily  or  mid-management  at 
metro.  Prefer  Zones  8,  9.  J-degree.  Box  1677, 
Editor  &  Publisher. 


EDITORIAL 


AWARD-WINNING  WRITER,  editor  with  15 
years  experience  looking  tor  new  challenges, 
opportunities.  Will  move  anywhere.  Murphy 
Givens;  (601)  355-7213. 


AWARD  WINNING  reporter,  24,  with  four  years 
weekly  experience  seeks  entry  level  position  on 
daily  anyr^ere  in  US.  Good  news  sense,  enjoys 
challenges,  experienced  in  layout,  headlines, 
editing,  photos.  David  Arenson,  400  4th  St, 
Brooklyn  NY  11215.  (212)  788-7991. 


AWARD-WINNING  magazine  editor/writer  16 
years  experience,  trap^  in  corporate  assem¬ 
bly  line  desires  escape  to  challenge,  creativity. 
Versatile,  excellent  references.  Prefer  New 
York  City  area.  Box  1680,  Editor  &  Publisher. 


ARTS/POP  MUSIC  writer  seeks  position  in  Zone 
1,  2  daily.  Recent  college  grad.  Several  years 
experience  in  theatre,  rock,  books.  Also  experi¬ 
ence  in  political  reporting^  For  more  informa¬ 
tion  call  Frank  Conte  (617)  569-0009. 


CALIFORNIAN,  just  finished  MA  ,n  history  at 
Duke,  prize-winning  reporter,  five  years  experi¬ 
ence  in  the  South,  wants  challenge,  will  go 
anywhere.  Box  1715,  Editor  &  Publisher. 

ENERGETIC  YOUNG  EDITOR  with  experience 
in  rebuilding  small  daily  into  model  newspaper 
now  seeks  bigger  challenge.  Can  supply  before 
and  after  examples  of  current  newspaper  upon 
request.  Also  may  be  interested  in  editing  posi¬ 
tion  on  larger  paper.  Send  inquiries  to  Box 
1601,  Editor  &  Publisher. 


EXPERIENCED  WRITER  seeks  general  assign¬ 
ment  position  for  the  summer  of  1981 .  The  job 
would  help  me  fulfill  the  requirements  of  my 
program  at  a  leading  public  affairs  graduate 
school.  Will  work  anywhere,  with  any  major 
news  magazine,  paper,  or  wire  service,  as  tong 
as  the  assignments  are  serious  and  challeng¬ 
ing.  Box  1628,  Editor  &  Publisher. 


ENERGY  AND  ENVIRONMENTAL  issues  are 
my  specialty,  but  I'll  handle  anything  with  style 
and  speed.  If  you're  a  Zone  5  newspaper  or 
trade  publication  seeking  an  experienced  re¬ 
porter,  try  my  3-years  at  a  mid-sized  daily  news¬ 
paper,  Northwestern  MSJ,  and  3  internships. 
Box  1665,  Editor  &  Publisher. 


EDITOR,  28,  of  semi-weekly  seeking  position 
on  daily.  Press  award-winner,  several  years  pre¬ 
vious  daily  experience.  Box  1666,  Editor  & 
Publisher. 


EXPERIENCED  BLACK  female  writer-reporter, 
1978  BSJ  Northwestern,  seeks  East  Coast  or 
West  Coast  challenge.  Currently  beat  reporter 
for  Midwest  daily.  Box  1669,  Editor  &  Pub¬ 
lisher. 


EXPERIENCED,  capable  professional  seeks 
mid-management  level  post.  Last  3  years  work¬ 
ing  wire/copy  desk.  Now  locked  in  as  assistant 
news  editor.  Box  1685,  Editor  &  Publisher. 


SPORTSWRITER— Recent  journalism  gradu¬ 
ate  with  solid  knowledge  of  all  sports  seeks 
position  on  daily  or  weekly  newspaper.  Two 
years  experience  covering  college  teams.  Also 
have  photographic,  editing  and  production 
skills.  Will  relocate.  Box  1632,  Editor  &  Pub¬ 
lisher. 


STRINGER— Mid  Zone  2.  Nevrs.  Features.  Fol¬ 
low-ups.  Photos.  Fast.  Dependable.  Reason¬ 
able.  CNS  (215)355-1119. 


E  &  P  CLASSIFIEDS 
The  Industry's  Marketplace 
(212)  752-7050 


EDITOR/JOB  PRINTER  seeks  combined  re¬ 
sponsibility  on  weekly  which  wants  to  expand 
its  job  printing  business.  Box  1687,  Editor  & 
Publisher. 


EX-WALL  STREET  JOURNAL 
EDITOR  SEEKS  NEW  CHALLENGE 
Salary  negotiable  as  my  weekly  folded.  At  43, 
I've  spent  24  years  on  dailies;  14  on  journal 
desk,  6  as  weekend  slotman.  Served  medium 
dailies  as  wire-page  1  editor,  sports  editor.  Will 
relocate.  Harvm  Seymour,  4  Jeffrey  Ln,  East 
Windsor  NJ  08520,  (609)  448-5646. 


EDITOR-WRITER— Seasoned  veteran,  proven 
competence  on  Texas  dailies  as  city  editor, 
news  editor,  editor  and  columnist,  wants  re¬ 
sponsible  position  on  quality  paper.  Wife  also 
experience  as  editor  of  women's  and  life/style 
sections  on  medium  size  daily.  Southwest  pre¬ 
ferred.  Call  (915)  366-8997. 


FEATURE  WRITER 

My  specialties  are  business,  economics,  ener¬ 
gy,  mining  and  construction.  Former  McGraw- 
Hill  magazine  editor.  Newspaper  and  broad¬ 
casting  experience.  Available  for  full-time  or 
freelance  work.  Will  relocate.  3-MC.  415  East 
52nd  St,  New  York  NY  10022.  Phone;  (212) 
838-6931. 


MAY  '80  graduate  of  Kenyon  College  seeks 
position  on  daily.  Edited  college  paper,  have 
worked  for  government  public  relations  agency 
and  a  weekly  since.  Good  clips,  excellent  refer¬ 
ences.  Zones  1  and  2  preferred.  James  Reisler, 
5221  Beeler  St,  Pittsburgh  PA  15217. 


NEWS  EXECUTIVE :  Managing  editor,  woman, 
39,  20  years  all  phases  news  operation  on 
dailies  to  90,000.  Knowlegeable  all  other  de¬ 
part'  lents.  Potential  general  manager.  Hard- 
driving,  concerned  professional.  Goal- 
oriented,  innovative.  Excellent  manager.  I  can 
impiove  your  newspaper.  Title,  responsibili¬ 
ties,  location  open.  Employed,  secure  job. 
Need  challenge.  Available  for  interview.  Prefer 
medium-large  to  metro  daily.  Box  1646,  Editor 
&  Publisher. 


NEWSROOM  PRO  READY 
For  top  slot  on  small  to  medium  daily,  30  years 
as  reporter,  copy  editor,  wire  editor,  columnist. 
Now  employed  as  city  editor.  Prefer  Southwest. 
Box  1656,  Editor  &  Publisher. 


PREVIOUSLY  WORKED  16  months  as  sport- 
swriter-sports  editor  on  daily.  Produced  six 
page  sports  section  on  Sunday.  Seeking  similar 
position.  Successful  freelance  writer.  26  years 
old.  Zone  1  preferred.  (603)  542-6449. 


SPORTSWRITER  seeks  position  on  metro  after 
3-years  on  small  Eastern  daily,  layout,  writing, 
camera  experience.  Have  covered  pro  and  col¬ 
lege  teams.  Box  1667,  Editor  &  Publisher. 


SPORTS  WRITER-COLUMNIST  seeks  pro  or 
college  beat  on  150,000  metro  daily.  Five 
years  experience  on  mid-sized  Eastern  daily, 
covering  pro  baseball,  basketball,  colleges  and 
desk.  Box  1718,  Editor  &  Publisher. 


TOP  NEWSMAN,  55,  seeks  beat,  des  -'ot. 
Zone  6. 

Box  1701,  Editor  &  Publisher. 


VETERAN  MAGAZINE  editor  seeks  job  with  en¬ 
vironment,  energy,  health  or  general  interest 
magazine.  Will  relocate.  Lincoln  Bates,  2  Pick- 
man  St,  Salem  MA  01970;  (617)  247-3746. 


VERSATILE  REPORTER,  completing  MS  in 
^icultural  journalism  May  1981,  seeks  posi¬ 
tion  (XT  small/mid-size  daily.  Three  years  on 
Wisconsin  weeklies  plus  brief  stint  with  state 
conservation  agency.  Will  relocate  anywhere. 
Box  1658,  Editor  &  Publisher. 


WASHINGTON,  DC  based  reporter/editor  with 
2  years  experience  covering  energy  legislation 
and  regulation  seeks  position  with  inde^ndent 
publication  or  news  service.  Box  1691,  Editor 
&  Publisher. 


YOUNG  award-winn  ing  reporter  asking  for  chal¬ 
lenging  assignment  with  daily  50,000  or  lar¬ 
ger.  Experienced  in  news,  feature  amd  photo- 

fraphy.  Will  relocate.  I  want  to  write.  Box 
671,  Editor  &  Publisher. 


18-YEAR  NEWS  VETERAN,  management  ex¬ 
perience,  seeks  top  level  reporting  or  editing 
job.  Zones  2  or  5  preferred.  Call  Judith 
McMickle.  (516)  653-9111  or  (314)  352- 
7532. 


YOUNG,  EXPERIENCED  REPORTER  looking 
for  a  challenge  on  a  daily  50,(X)0  or  larger. 
Have  written  news  and  feature  articles,  taken 

Pictures,  done  layout  for  small  daily  in  Zone  1 
ut  will  relocate  anywhere.  Box  1692,  Editor  & 
Publisher. _ 


PHOTOGRAPHER 


TAKE-CHARGE  PHOTOGRAPHER  now  at 
8(X)0  weekly  wants  to  move  to  graphic-oriented 
daily.  Broad  background,  highly  skilled  in  all 
shooting  and  color  lab.  Any  Zone.  Box  1585, 
Editor  £  Publisher. 


PHOTOJOURNAUSM 


CONSCIENTIOUS  SPORTSWR  ITER- 
PHOTOGRAPHER,  columnist,  seeks  position 
with  larger  daily.  Knows  editing,  layout,  VDT. 
Also  experienced  with  major  colle^pro  ball. 
Box  1726,  Editor  &  Publi^er. 


PHOTOJOURNALIST  with  news  value  know¬ 
ledge  seeks  assignment  with  newspaper  or 
magazine.  Experience  on  the  AP,  Valley  News 
and  The  Times  in  Los  Angeles  with  BA  in  maga¬ 
zine  journalism.  Box  1722,  Editors  Publisher. 


PRESSROOM 


PRESSMAN,  now  employed,  six  years  on  Goss 
offsets,  single  and  double  wide,  seeks  Califor¬ 
nia  daily  or  other  pleasant  climate.  Also  experi¬ 
ence  on  camera,  plates,  photocomp.  Box 
1604,  Editor  &  Publisher. 


PRESSROOM  SUPERINTENDENT.  35  years 
experience  all  phases  presswork.  Letter  press, 
direct  printing,  offset.  1 5  years  in  management 
with  leading  south  Florida  newspaper.  Box 
1717,  Editor  &  Publisher. 


PUBUC  RELATIONS 


IF  YOU'RE  happy  with  the  results  ot  your  pr 
department  then  don't  read  any  further... 
Young,  dynamic  journalist  seeks  career  in  pr. 
Former  newspaper  reporter  on  a  major  metropo- 
litan  daily  and  editor  on  a  national  magazine. 
Can  do  pr  in  sports,  beauty,  fashion,  travel  (can 
do  it  all)!  Can  travel  and  relocate.  Box  1670, 
Editor  &  Publisher. 


To  answer  box  number  ads  in 

EDITOR  &  PUBLISHER 

Address  your  reply  to  the  box  number  given  in  the  ad, 
c/o  Editor  &  Publisher,  575  Lexington  Av,  New  York,  NY 
10022. 

Please  be  selective  In  the  number  of  clips  submitted  in 
response  to  an  ad.  Include  only  material  which  can  be 
forwarded  in  a  large  manilla  envelope.  Editor  &  Pub¬ 
lisher  is  not  responsible  for  the  return  of  any  material 
submitted  to  its  advertisers. 
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How  N.J.  daily  reacted  Trial  postponed 


to  rest  home 

By  Russel  P.  Rauch 

Fast  work  by  two  reporters  and  two 
photographers,  acting  on  an  editor’s 
hunch,  enabled  Shrewsbury  (N.J.)  Daily 
Register  to  be  the  first  paper  on  the  news¬ 
stands  with  a  solid  story  on  what  even¬ 
tually  became  the  worst  residential 
boarding  home  fire  in  New  Jersey’s  his¬ 
tory. 

The  fire,  which  broke  out  at  approx¬ 
imately  4  a.m.  on  January  10,  1981 ,  killed 
30  patients,  critically  injured  two  others, 
and  leveled  the  Beachview  Rest  Home  in 
Keansburg,  a  small  resort  community  in 
Monmouth  County.  The  borough  is  due 
south  of  New  York  City  on  Raritan  Bay, 
one  of  the  approaches  to  New  York 
Harbor. 

With  less  than  two  hours  to  deadline, 
the  Register  was  able  to  piece  together  a 
comprehensive  story  listing  number  of 
dead  and  missing,  background  on  the  rest 
home  and  its  owner,  and  color  material 
from  a  near  by  firehouse  being  used  as  a 
temporary  shelter  for  patients  evacuated 
from  the  burning  building. 

At  approximately  4  a.m.,  I  heard  part 
of  a  message  on  the  police  scanner  men¬ 
tioning  the  Beachview  Rest  Home. 
Neither  I,  nor  Bill  Zapcic  and  Ed  Reiter, 
copy  editors,  could  tell  from  what  town 
the  message  originated.  I  knew  there  was 
a  Beachview  Rest  Home  in  Keansburg. 

The  tone  of  message  made  me  uneasy. 

It  didn’t  sound  like  a  routine  message.  It 
was  a  bitter  cold  morning — temperatures 
hovering  at  the  zero  mark,  I  knew  that  the 
rest  home  was  a  converted  hotel  and  I  had 
an  uneasy  feeling  that  we  might  have  a 
major  fire  on  our  hands.  Bitter  cold 
weather  always  seems  to  spawn  major 
fires. 

Also,  Monmouth  county  is  filled  with  - 
boarding  homes  housing  elderly 
citizens — many  of  whom  are  handicap¬ 
ped  or  retarded.  Many  of  these  homes 
barely  meet  minimum  fire  standards. 
Last  July,  24  elderly  citizens  perished  in  a 
fire  at  the  Brinley  Inn,  Bradley  Beach,  a 
shelter  care  home.  Anytime  we  hear  a 
police  message  mentioning  a  rest  home, 
we  get  uneasy. 

Ironically,  an  hour  before  we  heard  the 
Beachview  Rest  Home  call,  firemen  in 
neighboring  Middletown  had  been  called 
for  what  turned  out  to  be  a  false  alarm  at  a 
senior  citizens’  high-rise  building.  Maybe 
this  was  just  a  false  alarm,  we  thought. 

One  of  my  reporters  called  Keansburg 
police  and  got  a  busy  signal.  This  served 
to  reinforce  my  hunch.  The  hell  with  wait- 
(Rauch  is  the  Register’s  night  editor  re¬ 
sponsible  for  putting  out  the  Monday 
through  Friday  editions.  He  has  been  with 
the  Register  since  1972.) 
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fire 

ing  for  confirmation.  I  sent  reporters 
Mark  Magyar  and  Larry  Haas  on  their 
way. 

It  turned  out  to  be  the  right  decision. 

Several  minutes  later.  Bill  alerted  me  to 
the  fact  that  the  Monmouth  County 
Police  Radio  was  asking  Middletown  to 
send  all  its  big  equipment  to  Keansburg. 
Bill  immediately  called  Jim  Connolly,  a 
stringer  photographer,  and  Don  Lordi, 
our  chief  photographer,  got  both  of  them 
out  of  bed  and  on  their  way. 

Meanwhile,  Sherry  Figdore,  another 
reporter,  started  calling  local  hospitals. 
The  head  nurse  at  the  Bayshore  commun¬ 
ity  Hospital,  Holmdel,  told  us  she  was 
advised  that  it  was  a  bad  fire.  She  said 
eight  patients  had  already  been  brought  to 
the  hospital  and  police  said  to  expect 
many  fatalities. 

Herb  Thorpe,  assistant  editor,  comes 
in  early  to  help  me  and  the  desk  clean  up 
late  copy  on  deadline.  I  conferred  with 
him  and  we  agreed  that  we  would  try  and 
get  a  few  graphs,  if  we  could  get  them,  on 
Page  1  of  our  first  edition  which  goes  to 
the  western  part  of  the  county.  For  the 
second  edition,  if  luck  went  our  way,  we 
would  tear  Page  1  apart  and  make  the  fire 
hopefully  with  art — the  lead  story. 

The  sweating  now  began  in  earnest.  We 
publish  Sunday  through  Friday,  and  if  we 
didn’t  get  a  decent  story  in  the  paper,  we 
were  dead.  The  opposition  would  have 
the  story  on  Saturday  and  we  would  have 
to  settle  for  a  catchup  story  on  Sunday. 
The  magnitude  of  the  fire,  however,  was 
such  that  Sunday’s  story  was  anything 
but  a  catch  up  story. 

I  knew  it  would  take  the  reporters  and 
photograhers  at  least  30  minutes  to  get  to 
the  fire  scene.  There  was  only  a  slim 
chance  the  reporters  could  get  enough 
solid  material  before  deadline,  and  a  less 
than  slim  chance  that  the  photographers 
could  get  their  shots,  drive  back,  and  de¬ 
velop  their  prints  in  time. 

As  it  turned  out,  not  waiting  for  veri¬ 
fication  on  whether  in  fact  there  was  a  fire 
was  crucial. 

Magyar  and  Haas  got  to  the  fire  scene 
in  record  time.  Magyar  began  picking  up 
what  details  he  could.  Haas  detoured  to  a 
nearby  firehouse  where  patients  were 
being  taken. 

In  minutes  they  were  calling  in  with 
plenty  of  material.  Bll  and  Ed  took  the 
notes  over  the  telephone  and  typed  a  run¬ 
ning  story  on  the  editing  terminals.  We 
got  enough  for  eight  graphs  for  the  first 
edition  and  set  Page  1  out  right  on  the 
button. 

Connolly  showed  up  five  minutes  later 
and  was  able  to  produce  both  a  horizontal 
and  a  vertical  shot  I  needed  to  tie  in  with 


A  new  trial  in  the  antitrust  law  suit 
against  San  Francisco’s  two  major  daily 
newspapers,  originally  scheduled  to  be¬ 
gin  this  week,  has  been  postponed  to 
March  23,  following  the  discovery  that 
some  200  pages  of  documents  pertinent  to 
the  case  were  never  shown  by  defense 
lawyers  to  attorneys  for  the  plaintiff 
weekly  newspaper  the  Pacific  Sun. 

The  documents  include  letters  by  two 
key  Hearst  executives  to  other  Hearst 
management  people  describing  the  com¬ 
petitive  situation  between  the  two  San 
Francisco  dailies  in  the  period  leading  up 
to  their  forming  a  joint  operating  arrange¬ 
ment  in  1%5. 

Federal  District  Court  Judge  Robert 
Aquilar  also  approved  a  request  by  attor¬ 
neys  for  the  Pacific  Press  that  depositions 
be  taken  from  all  the  attorneys  for  the  San 
Francisco  dailies  to  determine  why  the 
documents  were  never  disclosed  and  to 
find  out  if  there  was  any  misconduct  in¬ 
volved. 


the  story  for  the  second  edition. 

Magyar  and  Haas  called  in  twice  more 
with  additional  details  to  give  us  a  real 
solid  story  and  we  made  the  second  edi¬ 
tion  by  the  skin  of  our  teeth.  Bill  filled 
New  Jersey’s  Associated  Press  bureau  in 
with  what  details  we  had. 


Mill  struck 

(Continued  from  page  9) 


one  in  Lufkin,  Texas  supplies  most  major 
daily  newspapers  in  New  Mexico,  Texas, 
Oklahoma,  Louisiana,  Mississippi,  Ala¬ 
bama,  Georgia  and  Florida,  according  to 
Doolan. 

He  said  the  St.  Regis  plant  in  Lufkin  is 
still  operating  and  is  in  no  danger  of  being 
shut  down,  because  officials  there  re¬ 
negotiated  the  union  contract  last  June. 
The  Lufkin  plant  will  not  be  able  to  make 
up  for  losses  at  the  Houston  plant, 
however.  “It  is  operating  at  capacity 
now,”  he  said. 

In  13  years  of  operation  in  Houston, 
Doolan  said,  this  is  the  first  strike  at  the 
plant. 


Expertise  for  Owners 

In  Media 

Ownership  Changes 

(919)  782-3131 

BOX  17127  RALEIGH,  N.C  27619 
Nationwide  Personal  Service 
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Mycro-Tek  offers  the  only  two-VDT  system 

under  $20,000 

online  to  the  CRTronic  typesetter. 


What  is  Myat>-Tek  ^fering  ^  under  $20,000? 


This  low-cost  front-end  system  offers  two  powerful 


Mycro-Comp  VDTs  with  16,000  character  memories 


plus  copyfit,  headftt,  search/ replace  and  many  other 


versatile  editing  features.  There  is  also  no 
cumbersome  transferral  of  diskettes  from  one  piece  of 
equipment  to  another;  this  system  has  540,000 
characters  of  online  storage  to  the  typesetter. 


Yes,  Mycro-Tek  is  both  interactive  and  online  to 
Mergerithaler's  CRTronic  low-cost  digitized 
typesetter.  This  powerful  third  generation  typesetter 
sets  type  at  40  lines  per  minute  in  point  sizes  from  4 


There's  more  -  with  the  system  you  can  cut  paste-up  to  72  in  1/10  increments.  Your  operators  can  read, 

costs  by  having  your  classified  ads  sorted  before  edit,  and  typeset  copy  on  the  CRTronic  keyboard 


being  typeset.  The  Class  Ad  Sorting  Program  sorts  from  the  Mycro-Comp  Front-end  System.  (This  system 


700  ads  within  256  dassifications. 


is  also  online  to  many  other  typesetters.) 


You  want  more  -  inherent  flexibility  allows  more  More  information  -  just  telephone  800-835-2852  and 

VDTs,  storage  units,  and  other  devices  to  be  added  a  Mycro-Tek  representative  will  be  glad  to  talk  to 

easily  and  at  minimal  cost.  you. 


Mycro>Tek  •  Front-end  Systems  Specialists 

820  W.  Second  •  Wichita,  KS  67203  •  800  835-2852  •  In  Kansas  call  316  265-5277 


This  classified  ad  has 
great  significance 


For  1980  this  was  the  one  millionth  classified  ad  placed 
in  the  HOLLYWOOD  SUN-TATTLER  (Florida)  on 
December  19th.  This  is  unique  for  a  6-day  afternoon 
newspaper. 


Hollywood  Sun-Tattler 

a  Scripps-Howard  newspaper 
Represented  nationally  by  Story  &  Kelly-Smith,  Inc. 
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